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at Proportionately Lower 
Advertising Costs... 


la « » 
eT Kale 















@ Two of the three biggest automobile companies can combine Sight, Movement and Sound in a single 
. one of the largest oil concerns ... a leading pro- advertisement when there is nothing else present to 
prietary ... and other pacemakers in fields of food, compete with it for attention! 
wearing apparel and electrical appliances, have found You can select as many or few as desired of 8500 
a new road to increased profits. Minute Movies— theatres, located in more than 5500 communities. 
consumer motion picture advertising in theatres. Write today for facts and figures of how other adver- 
Your problems, perhaps, are not the same as theirs tisers are locating increased profits through Minute 
—their appropriations may be much larger—but their Movies. 
careful testing and checking has uncovered a path to ° . 
your objectives at a cost well within your limits. National Sales Representatives: 
Follow the leaders—use Minute Movies as a ; 4, MACY & KLANER 
Wrigley Building Chicago, Illinois 


counter attack against competitive moves in certain 
areas—or use it to blast buying inertia in heretofore 19 ny Fy tel es eo Bldg 
unconquered markets. Here, for the first time, you New York City Detroit, Mich. 


GENERAL SCREEN ADVERTISING, INC. 


WRIGLEY BUILDING Member A.F.A. CHICAGO, ILLINOIS 
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DESIGNED FOR EFFICIENT OPERATION 


Filmosounds are compact, portable, and easily op- 
erated — no fuss, delay, or embarrassing complexi- 
ties. Built with precision, they give lastingly de- 
pendable service and uninterrupted showmanlike 
presentations. Models for every need. 


OMPETITION doesn’t begin in the showroom 
or at the dealer’s counter. It ends there! 


C 


Competition starts at the bottom—between the 
other fellow’s laboratory and yours, between his 
and your designers, craftsmen, and merchandis- 
ing men. 

Only with motion pictures can you start your 
sales story at the beginning, giving the factory- 
confined men behind your product a chance to 
show prospects why you use certain designs, cer- 
tain processes, and certain materials. Equally 
well, your business film allows you to complete 
your sales story and finally to demonstrate to 
every prospect what your product will do for him. 

Perhaps you wonder how to capitalize on this 
modern selling medium . . . how to start making 
a business film?... its cost? ... where and 
to whom it can be shown? These preliminary 
questions are answered concisely in a free, 36- 
page, illustrated booklet, Showmanship. Write 
for your copy. 


PRECISION-MADE BY 


24 


HOWELL 










Then, when you produce a film, heed the 
example of Chrysler, Ford, General Motors, 
General Electric, Kenwood Woolens, and 
many other progressive firms who show their 
films with Filmosound Projectors. They 
know that no sound film can rise above the 
quality of the projectors which reproduce 
it. They insure theater-like results with Filmo- 
sounds, made by the makers of preferred 
Hollywood movie equipment— namely, Bell 
& Howell Company, Chicago; New York; 
Hollywood; London. Established 1907. 


Let Your Secretary 






Mail This Coupon 
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Bell & Howell Company 

1808 Larchmont Ave. 

Chicago, Illinois 

Send 36-page, illustrated booklet: 
Showmanship, Today's Formula for 
Selling. 
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AFTER THE PREVIEW 
.. WHAT THEN? 


After the preview comes the real test 


of your commercial motion picture. The 
plot may be clever and original, the 


dialogue crackling and cogent, the di- 
rection, acting and editing brilliant; 


a oe 


only to blush unseen. 


many a fine picture is born 





If people—enough of the right kind of 
people—don’t see your picture, then 
. « « what price perfection? That is 
why we consider the effective distribu- 
tion of your picture just as much our 
responsibility as its creation and pro- 
duction.* The two must be inseparably 
bound together; for, without both, 
neither can be justified. 





Here at Industrial Pictures, from the 
very beginning one thought dominates 
every mind . . . that pictures are made 
to be seen. Hence, while creative minds 
analyze your problem to devise a mo- 
tion picture solution, other minds are 
planning a program of efficient and ef- 
fective distribution. 





We think it not enough to maintain a 
creative staff of proved competence .. . 
nor to provide studios containing the 
finest and most advanced equipment 
available, specifically designed and built 
from the ground up for the production 
of commercial motion pictures. For, 
while these factors assure our clients 
substantial economies in production, our 
ability to devise ways of reaching the 
desired audience provides the greatest 
economy of all. 

Yes, after the preview another real job 
begins. And for that, as for all else 
in commercial picture production, our 
broad experience and specialized knowl- 
edge are yours to command. 
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INDUSTRIAL PICTURES INC. 


4925 CADIEUXK ROAD 


MOTION PICTURES 
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The FILM FORUM 


FROM OUR 


A COLUMN OF LETTERS 


Editor, Business Screen: 
@ Fivg years aco the Federal Housing Ad- 
ministfation éntered into the production of 
motion picture films for distribution through- 
out the commercial theatres of the country. 
These films were designated for a two-fold 
purpose, first to encourage an interest in 
housing on the part of the general public, 
and second to bring to the public’s attention 
the provisions of the National Housing Act 
and the program of the Federal Housing Ad- 
ministration. The results of this program 
have been singularly gratifying not only to 
the FHA but to the many and varied inter- 
ests who have a vital stake in the promotion 
of better housing. Play dates on Federal 
Housing Administration films to date have 
totaled approximately 50,882 as of October 
of this year. These play dates indicate 
approximate showings of 371,141 which have 
been presented before estimated box office 
totals of 99,993,565. 
Picrures PLay 13,000 Houses 

The Federal Housing Administration serv- 
ices in the neighborhood of 13,000 motion 
picture houses. In order to carry on this 
activity it has had to develop a film distri- 
bution system. The development of this 
system was occasioned not by any desire to 
enter into competition with existing distri- 
bution. organizations but was born of the 
necessity for theatrical distribution on a scale 
heretofore never attempted. This distribu- 
tion system is entirely 
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ginning January 1, 1940, emphasis will be 
taken away from the FHA’s own production 
activities and centered upon the stimulation 
of production activities on the part of private 
industry. This means that the FHA will en- 
courage the use of the motion picture medium 
by finance, building and allied industries. 
The thought behind this change of policy is 
premised upon the belief that after five years 
of carefully laying the groundwork the time 
has arrived when the FHA may with safety 
curtail its own production activity in the 
interest of encouraging those who have a 
primary interest in the FHA program to 

capitalize on the foundation already laid. 
Now Encourace Private INpustTryY _ .. 
This change in motion picture policy is in 
keeping with the current general overall FHA 
point of view. During the coming year 
FHA’s promotional emphasis will be along 
the lines of encouraging private business to 
do more promotion and more education based 
on the FHA plan. Since the building indus- 
try and private investors are the first to 
profit from the National Housing Act, these 
groups should shoulder the major effort of 
telling the public of its terms and _ policy. 
Using every educational means possible it is 
FHA’s task both in Washington and in the 
field to point out the potential market. Pro- 
ducers and investors will quickly see the 
practical benefits of such a program. The 
objectives of this policy are: (1.) to stimulate 
increased interest and 





in the nature of a staff 
operation. It was de- 
signed and functions as 
a supplement to, and a 
parallel of, the existing 
commercial exchanges. 
The Federal Housing 
Administration is deep- 
ly grateful for the 
whole-hearted coopera- 
tion which has been ex- 
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The Camera Eye 
100% Readership 


activity by private busi- 
ness in building, financ- 
ing, and selling attrac- 
tive homes—homes that 
may be paid for at the 
rate of $1.00 per day, 
homes designed for 
American families of 


moderate and even 
9 modest income. (2.) To 
11 correlate the general 


tended its efforts in the Meat Packing Films 12 FHA program with the 
motion picture field dur- Witns Via Television 15 varied programs of pri- 
ing the past five years ' ie a vate endeavor actively 
by the motion picture Screen Advertising Markets 16 engaged in supplying 
exchanges of the coun- Annual Slidefilm Review -- 7 the demands of the 
try. What is a Slidefilm? 18 housing market opened 


With the foregoing as 
a background the FHA 
is entering its fifth vear 
of motion picture activ- 
ity with a fundamental 
change in policy. Be- 


Slide films 





How Business Uses Sound 


Marginal Notes on Script Writing 24 


Technical Section 


up by the FHA home 
20) ownership plan. (3.) To 
encourage those who 

have a private interest 
29 in the FHA plan to in- 
(Please turn to page 34) 








® Business Screen Magazine, issued by Business Screen Magazines, Inc., Twenty North Wacker Drive, Chicago, 
Illinois on November 18, 1939. Editorial Director, O. H. Coelln, Jr.; Managing Editor, R. C. Danielson. New York 
Offices: 122 East 42nd Street, Phone Murray Hill 4-1054. Eastern Advertising Manager, Jack Bain; Eastern Editorial 
Representative, Robert Seymour. Acceptance under the Act of June 5, 1934, authorized February 20, 1939. Issued 8 
times annually—plus 4 Visual Education Numbers (not circulated in the business field). Subscription price: Domestic 
$2.00 for eight numbers (of Business Screen). 50c the copy. Foreign, $3.00. Publishers are not responsible for the 
return of unsolicited m.s. unless accompanied by stamped, self-addressed return envelope. Entire contents copy- 
right, 1939, by Business Screen Magazines, Inc. Trademark Reg. U. S. Patent Office 

















Does your Sales Training 





bring results like these? 








Pink OOF 


If you want proof that Caravel 
Plans get results, check with 


American Can Company 
American Machine and Metals, Inc. 
The Bates Manufacturing Company 

Wallace Barnes Company 

Bethlehem Steel Company 
Black & Decker Manufacturing Company 
Cadillac Motor Car Division, 
General Motors Corporation 
Calco Chemical Company, Inc. 
S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Congoleum-Nairn, Inc. 
Dictaphone Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Lead Company 
Raybestos-Manhattan, Inc. 
Socony-Vacuum Oil Company, Inc. 
Swift & Company 
Talon, Inc. 

The Texas Company 
U.S. Industrial Alcohol Company 


OR ANY OTHER CARAVEL CLIENT 








(DISTRICT REPORTS OF A CARAVEL CLIENT) 


“Closed eight out of ten franchise prospects. 
Every man in the district volunteered to select one prospect 
and to go after him along the lines suggested at the meet- 
ing. Of these ‘guinea-pig’ accounts, eight out of ten were 
closed in thirty days.” 


“Struck most responsive chord of anything in 
years. The meetings were so stimulating that many of the 
men dug up previous training material which now holds 
new meaning for them.” 


“Putting up prize money among themselves. 
The new approach to these old problems has almost made a 
game of study. Of their own volition the men are putting 


up a dime apiece among themselves for prize money.” 


“Meetings have to be shut off. The men would 
continue on indefinitely if permitted. In many instances 
they have remained after meetings and asked to go over 


the same material a second time.” 


To what can these results be attributed ? 


To the medium employed? To sight and sound? In 
a measure, yes. But more important is Caravel’s new 
method of interpreting basic selling principles in 
terms of your own business — your own products — 
your own selling problems. 

















CARAVEL FILMS 


INCORPORATED 


New York e 730 Fifth Avenue e Tel. Circle 7-6112 
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FREE BOOK 


~Tiwsl Chowce of Leading Producer, Diitittutouy 
and Wsers Of Gustinests Filsutt 
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“Since 1894" 
is further enhanced by projection on Da-Lite Screens. 
upon the 


recommendation of 


M lel D (Box) Screens and the Da-Lite Challenger Screen illustrated above 


Da-Lite screens are the result of 30 
specialized 





appeal” 













of the new slide film 





for Calvin Bullock 
Calvin Bull 
Talking Sales Pictures, 


chose 


Da-Lite 


You Too Will Find 
Mi SCREENS 


Make Pictures Brighter 
Are Easier to Use 
@ Stand Up Better 


years of 
experience 


in screen manufacture. 


They are available with White, Silver or Glass- 


Beaded surface and in many styles and sizes to 
meet every projection requirement. 


Mail coupon 
for 48 page book giving complete details. 








Mail Coupon Now! 





DA-LITE SCREEN COMPANY, INC. 
Dept. 11B, 2723 North Crawford Avenue, Chicago, Illinois 


? 
Please send your free 48 page book on Da-Lite 
Screens and the light reflective qualities of 
various screen surfaces. Also give us the name 
- 
and address of the nearest Da-Lite distributor 
Name 


Firm Name 


Address 
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(Why This Sound Projector 
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Check these AMPRO features! 





NEW sound loop synchronizer—Permits perfect synchronization of 
picture and sound by the exact forming of sound loop. Guesswork is 
eliminated. Re-setting of sound loop accomplished without stopping pro 
jector when loop is lost through faulty film and without damage to the film. 


EXTREME quietness of operation —Runs so silently that no “blimp” 
or covering case is required, 

EASE of operation —All operating controls centralized on one illumi 
nated panel. 


MAXIMUM film protection —A triple claw is used for moving film, 
engaging three sprocket holes simultaneously. Film with two adjacent torn 
holes can be successfully used. Ampro patented “kick-back” movement 
lifts the claws from the sprocket holes before withdrawing, eliminating 


film wear. Take-up compensator prevents starting strain. 


IMPROVED!sound optical system—The light from the exciter lamp 
is projected directly and optically onto the photo cell without the losses 
or distortions normally encountered when mirror, prism, or mechanical 


slit is used. 


IMPROVEDJ]light optical system —In perfect alignment at all times, 
pre-set by the factory. Projection lamp base adjustable so that filament 
can be moved manually into perfect alignment with optical system. The 
Reflector and Condenser lenses are mounted on front cover for quick 
cleaning without the necessity of using tools. 


1000 WATT Iluminationf provided — AMPROSOUND Models 
“X” and “Y” are approved by the Underwriter’s Laboratories for 
1000 Watt lamps. A 750 Watt Lamp is normally furnished as standard 
equipment but can be interchanged with 1000 Watt lamps. 


PERMANENTLY attached reel arms —for Quick-Set-Up—Reel 
arms are permanently attached; merely swivel into position for 
instant use. Accompanying belts, always attached, swing directly 
into position. 


SMOOTH sound —Fntirely free from waver and distortion due to 

its finely balanced flywheel, mounted on airplane type grease sealed 

ball bearings, and Ampro’s patented film guides. Curved film guides 
placed before and after the sound drum and sound sprocket prevent 
the film from flapping. 


IMPROVED ?sound drum and filter—Mounted on precision ball bear- 
ings, the rotating type of sound drum avoids sliding action between the 
drum and film—prolongs film life and maintains high quality sound. 
Curved film guides before and after sound drum eliminates weaving and 
“Belt action.” 


SIMPLIFIED threading — Same as threading silent projector, with 
exception that film also loops around sound drum, eliminating looking 
film over a third sprocket. Film guides assure correct, easy threading. 

FAST,Automatic rewind—400 ft. reel rewinds in 35 seconds—1600 ft. 


reel in 75 seconds without damage to the film. No transferring of reels 
or belts. 


USES Standard lamps—Standard prefocused lamps, up to 1000 Watts. 
“Special” high priced lamps not required. 

































AMPR 0 


PRECISION CINE EQUIPMENT 
2839 N. WESTERN AVENUE 


Leading Industrial firms and _ schools 
are ordering and re-ordering the new 
AMPROSOUNDS in ever increasing 
numbers. Behind this amazing success 
of the new Ampro Sound Models “X” 
and “Y” lies a story of numerous superior 
features that have set new standards of 
performance for 16 mm. sound-on-film 


projection. 

























A NEW AMPRO ACHIEVEMENT 


A powerful Auxiliary Amplifier for use 
with any AMPROSOUND Projector. 
Provides adequate volume for audiences 
up to 10,000 and over. Is particularly suit 
able for the low-priced Amprosound class- 
room and industrial models “X” and “Y.” 
No alterations are required to attach one 
or two standard Ampro projectors to this 
remarkable new auxiliary amplifier which 
will boost the volume output to 55 watts 
with less than 5% total harmonic dis 
tortion and a maximum usable output of 
85 watts. An additional change-over relay 
is available for automatic fading from one 
projector to the other. 


Twin Pilot Lights illuminate control panel 
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facilitating operation in darkened rooms. 


A monitor outlet enables operator to 
“listen in” and better control operation. 
Dual Microphones, Dual Projectors and 
Dual Phonographs can be used in various 
combinations. Individual Bass and Treble 


Tone Compensators are provided. 


se send me the new 1940 Ampro Catalog. IT am 
particularly interested in: 
New Amprosound Models **X”’ and **Y.”* 
New Ampro Public Address System 
Ampro l6émm., Silent and Convertible to Sound Pro- 
jectors 
Ampro 16mm. Continuous Projectors (for Displays 
World's Fair and Convention Exhibits). 


State BS-140 

















HISTORY 
REPEATED 





PLUS-X, Super-XX, and Background-X 
have established themselves firmly as the 
favorite raw films of the industry. In do- 
ing so they have repeated the history of 
Eastman films of other days. And they 
have done it through the same means: 
unmatched photographic quality, com- 
pletely trustworthy uniformity. Eastman 
Kodak Company, Rochester, N. Y. (J. E. 
Brulatour, Inc., Distributors, Fort Lee, 


Chicago, Hollywood.) 





EASTMAN 
PLUS-X SUPER-XX 


for general studio use for all difficult shots 


BACKGROUND-X 


for backgrounds and general exterior work 














The Wilding camera crew goes up in 
the air for American Airlines The 
American Way. 


@ THE EXAGGERATION of 
and = gossip 


news 
emanating from 
Hollywood producers of the so- 
called entertainment films has 
undoubtedly influenced the pur- 
veyors of information regarding 
commercial production. Other- 
wise how can you account for 
these two leads from rival movie 
trade papers? From Variety of 
September 20, last: 

“Production of commercial 
shorts in the United States has 
suffered a serious decline during 
the past six months.” 

From Film Daily of September 
21: “Upswing of commercial 
screen advertising starting this 
fall was predicted yesterday by 
ad. firms which have interested 
their clients in this medium of 
reaching the public.” 

The truth is, of course, that 
Variety's statement is unauthori- 
tative, misleading and _ baseless. 
As a matter of cold fact the dis- 
tribution of one-reel subjects and 
of longer films such as that typi- 
fied by Westinghouse’s Middleton 
Family is now greater than at 
any other period in the history 
of the screen. Pictures like Men 
Make Steel, the Chevrolet shorts, 
Trees and Men, and Air Waves 
(RCA) have been immensely 
popular with audiences. Variety's 
rumor-mongering is not based on 
the figures. These show that 
more money was invested in film 
production during the last six 
month period than the one pre- 
vious with a large percentage of 


the increase going toward World 
Fair production and distribution. 
The added fact that pictures pre- 
pared before this period were just 
then achieving their widest cir- 
culation (as in Men Make Steel) 
would finally show the error of 
building facts out of what was 
undoubtedly the usual Broadway 


oi 
ZOssip. 


Group vs. theatrical showings 


*Sucn misinformation is more 
far-reaching when it ignores the 
fact that the biggest percentage 
of commercial film production 
isn’t intended for theatrical dis- 
tribution anyway. 

Most industrial sponsors want 
to reach special audiences with 
information of particular interest 


CAMER 
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to these groups alone. In _ this 
field the increase in the number 
of sponsors and in the amount 
annually invested has doubled 
and trebled. But here the greatest 
difficulty lies with a similar 
quality of misunderstanding typi- 
fied in Douglas Churchill’s Holly- 
wood column in the Sunday New 
York Times of October 22 in 
which he quotes one John Went- 
worth thus: 

“The sixteen-millimeter prod- 
uct is technically as good as 
studio-made features . unions 
have not yet established any 
rules which has kept labor cost 
low. The raw stock costs but 
two-fifths of the thirty-five milli- 
meter film, and all equipment is 
at a nominal price. It is not 
necessary to pay royalties to 
either of the major sound com- 
panies .. . Alert commercial film 
producers strive for subtlety in 
their messages and conceal the 
theme with bathing beauties or 
with interesting educational ma- 
terial.” 

For Mr. Churchill's informa- 
tion, motion picture production 
by direct sixteen-millimeter pho- 
tographic and sound 
methods is about as comparable 
to. the standard theatrical thirty- 
five millimeter 
trolley car is to a transcontinental 
express. 


recording 


systems as a 


Each serves a purpose 
but no honest producer would 
attempt to further the impression 
that this equipment is satisfac- 
tory enough to produce films 


capable of pleasing — theatre 
audiences or that such produc- 
tions are more economical just 
because of the lower cost of raw 
stock. When the 
unions affecting 

electricians, 


numerous 
cameramen, 
carpenters, 
actors and the many other occu- 
pations employed in the produc- 
tion of the simplest dramatic or 
industrial subjects have begun 
making exceptions on_ sixteen- 
millimeter commercial produc- 
tion, Mr. Churchill will be among 
the first to hear about it, for 
studios in Hollywood will be so 
equipped without delay. 

Didn’t he just say that this 
sixteen-millimeter stuff was tech- 
nically as good as thirty-five? 

We always advise unwary col- 


Ye 


F THE NEW FILMS 


stage 


umnists to remember that it’s 
what you put before the camera 
that makes good pictures—not 
so much what you put in it. 


4,300 color slidefilm prints 

* Cinecolor is just finishing an 
order for 4300 prints of the new 
Chevrolet color slide film pro- 
duced by Jam Handy. Film will 
be delivered to dealers through- 
out the world. 3100 prints are 
for use in conjunction with’ re- 
corded narration. Order is be- 
lieved to call for largest number 
of color slidefilm prints placed 
by any commercial producer. 


Bethlehem films in production 


* Bethlehem Steel Company has 
started production of two new 
commercial films, according to 
Frank K. Speidell, President of 
Audio Productions, Inc., who now 
have their camera-crews on loca- 
tion in Bethlehem plants at Lack- 
awanna, N.Y., Williamsport and 
Johnstown, Pa., and Sparrows 
Point, Maryland. A six-reel film 
showing the manufacture and 

(Please turn to page 26) 





AMONG THE NEW RELEASES 


(Top to bottom, right)—Eveready 
Prestone’s Anti-Freeze short, lensed 
by March of Time, is now being na- 
tionally distributed via the Motion 
Picture Bureau of the YMCA; Castle 
Films present (second and third from 
top) a new sound movie for Lily Mills 
thread. Three scenes below: Ameri- 
can League stars and Chicago Film 
Lab technicians finish up Touching 
All Bases, the League’s 1940 four-reel 
cound movie. 


PRESTONE 


PY baled 1434: 


DOES 
PR 


i * 
NOT BOIL AWAY 
Tiwi 


teat Wh 


we 


«5 


8 


1 





WHAT YOU WANT TO KNOW ABOUT 
MODERN TALKING PICTURE SERVICE 
1. We will offer expert advice and experience for your consideration of using industrial talking pictures. 
2. We will hand-pick your audience — picking prospects only. 
3. We have established operations in 80 markets throughout the U. S. 


1. Our current clients are enthusiastic, and include the best in U. S. business. 


Talking pictures lend lasting stimulus to sales. But first your prospects must see the picture. Or your money 
is down the drain. A film is as valuable as the distribution it gets. 


Yet you don’t want to pay for waste circulation. 


Therefore Modern Talking Picture Service was established. We can build an audience of your prospects only— 
in spots or nationally. And report to you how well your program is received. 


Name your market. Women? Grocers? Truck buyers? Children? 
Name your cities. North? South? East? West? 


The facts we will show you prove that such prospect-markets will sit to pay interested attention to your talking 
picture as distributed by Modern Talking Picture Service. Because it is our business to segregate your market 
from the expensive mass. 


Write to Modern Talking Picture Service today. An organization with the distributive set-up to hand-pick 
your audience. Any cities. Any sex. Any class, age or job. 


MODERN TALKING PICTURE SERVICE, INC. Cy = 


SERVICE 
9 Rockefeller Plaza, New York City 
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Chicago Film Laboratory 


Scenes from the Roquefort Association’s 


sound motion picture feature Magic Caves. 





BY GEORGE ENZINGER 


Vice-President, Buchanan & Co. 
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SPONSORED FILMS ACHIEVE 


% Astonishment is a mild word for the shock that would have 
struck the advertising space buyer of 25 years ago, had he 
been asked by a publication representative to consider some 
“factual evidence regarding his magazine’s readership.” 

Space buyers were just getting used to reliable and authentic 
circulation reports, and were all pretty well convinced that the 
Audit Bureau of Circulations had solved for all time the problems 
of scientific selection of advertising media. 

Today searcely an hour of the space buyer’s day passes with- 
out a new “readership” or “listening audience” report! Gallup 
Surveys, Crossley Ratings, and many other attempts to prove, by 
fact-finding investigations, what part of the total readers actually 
sees or hears your advertising message, are the order of the day. 

Advertisers have ceased being shocked at the small per- 
centage of guaranteed circulation that sees and reads any given 
advertisement. Even full page advertisements rarely get over 50 
to 75 per cent reading—and smaller ads much less. The top- 
ranking all star radio programs rarely rate more than 35 per 
cent of the listening audience at any particular time. 

What then should be the reception of a new major advertis- 
ing medium that can guarantee not only a 100 per cent reader- 
ship, but a concentration on your message that may last any- 
where from one minute to half an hour or more? 

It seems high time that space buyers begin to realize and take 
seriously the fact that an advertising medium with this coveted 
and Utopian advantage can now be bought—that its circulation 


ean be assured in figures running well into the millions, greater 


ADVERTISING’S MIGHEST GOAL 


in fact than any other known medium except radio broadcasting. 

That medium, the motion picture, bids fair to become the 
most effective advertising method yet known, for its practic- 
ability is now assured by a number of soundly organized, eco- 
nomical distribution plans. 

This may all sound like unproved theory to the backward 
advertising man who has not yet tried the motion picture as an 
advertising medium. 

I, myself, have always believed that buying and trying is a 
more satisfactory and more economical method of finding out 
than theorizing and surveying. So I much prefer to provide 
an answer to the doubters with an actual experience. 

A little more than two years ago we released a motion picture 
entitled, “Magic Caves,” for our client, The Roquefort Cheese 
Association of France, which presents an interesting picturiza- 
tion of the making, packaging and distribution of Roquefort 
Cheese. The legendary history of this famous epicurean delicacy 
(it dates back more than 2,000 years) and the picturesque sur- 
roundings in which it is made, help make this picture an enter- 
taining 14 minute short, although no attempt is made to lean 
on extraneous entertainment material or “big name” talent. 

The nature of this picture calls for distribution as an edu- 
cational feature, and to that end the services and facilities of 
the YMCA Motion Picture Bureau have been utilized. It is exhibit- 
ed largely in schools, colleges, women’s clubs, Parent-Teacher 
Associations, church societies, camps, and some theatres. Since 


its release several million people have—(Please turn to page 28 ) 
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Number One of a New Business Screen Series on Films in Industry: 


I. MEAT PACKING 


MORE PIGS TO MARKET FOR ARMOUR, SWIF AND 
OTHERS WHO USE MOTION PICTURES & SLIDEFILMS 


@ No Inpustry has a stronger — w-th only one recent venture into 35 mm., three reels (later cut to 
hold on the interest of the con motion pictures, a film produced two and then to one reel) was 
sumer public than meat packing. a few years ago and exhibited produced. This was revised in 
Perhaps for this very reason too again recently in the Company's — 1929 to a 16 and 35 mm. silent, 
little educational effort is expend “Star Theatre” at the San _— one-reeler, Feeding the Nation. 
ed by this industry. Educational Francisco World’s Fair. This In 1929, also, a two-reel, silent, 
exhibits for the schools, cross- film, The Romance of Foods, has 16 and 35 mm. film, Along the 
section charts for dealer and class also enjoyed wide popularity in Road to Market, telling of the 
room walls and considerable re the school field. proper way to raise profitable 
search activities form the greater \ third and noteworthy arrival poultry, was produced. This was 
part of the packers’ public rela in the field of packing industry later revised to a one _ reeler, 
tions program. sponsors is Visking, maker of  Chickie. 

For two of the nation’s largest synthetic frankfurter casing ma- In 1928, a film for plant sales- 
concerns in this field, both motion terial. Visking’s sound slidefilm, men, The All-Seeing Eye, was 
pictures and sound slidefilms hav« Stripped for Action, is_ being produced. This was four reels, 
worked wonders in this education widely shown by the Corpora- and silent, although sound was 
al program and in the improve tion's salesmen to packers and added later. A version for the 
ment of retailer relations and the sausage makers in America and Branch House Sales Division was 
training of salesmen and other Canada, with considerable success also made, called, Logging the 
employees. Swift and Company reported in recent months. Few Salesman. Sound was never added 
has been one of the foremost users other firms reported use of films. to this edition. Another film, 
and Armour the other. Of the educational rather than advertis- 
two, Swift’s use of the medium SWIFT & COMPANY FILMS ing in theme, and showing dairy 
has been more general with *Swirt & Company's experience — and poultry operations, was made 
dramatic motion pictures and with motion pictures and slide about the same time. This con- 
Technicolor slidefilms the latest films dates back to 1919. At that sisted of nine reels of 16 mm. 
order of things. Armour con- — time, a public relations film, The motion picture film. 
sistently uses sound. slidefilms Texas Trail to Your Table, silent, More recent and ambitious 
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Burton Holmes Films 


films were White Magic, (talking, 
five reels of 35 mm., and one 
1800-ft. reel of 16 mm.) made in 
1936. This was for showing to 
the baking industry to interest 
bakers in showing the picture to 
housewife groups, P.T.A.,  wo- 
men’s clubs, etc. There were also 
a few showings in regular theaters 
in smaller towns. The picture 
told the story of the superiority 
of baker's cakes over home-baked 
cakes as to variety, convenience, 
and nutrition vaiue. 

So successful was this film that 
The Doctors Daughter was the 
result. Made in 1939, this film 
is a talkie, starring Frank Con- 
roy (currently featured in Tallu- 
lah Bankhead’s The Little Foxes) . 
and other well-known Broadway 
and Hollywood stars. The in- 
tended audience for this picture 
is the same as that for White 
Magic, with an important addi- 
tion. The Doctor's Doughter is 
so designed that the center sec- 
tion, an animated sequence show- 


































































ing the processes of digestion, can 
be lifted out and shown separate- 
ly to student groups, classes, etc. 
The picture tells the story of the 
place in the diet of the carbo- 
hydrates offered by baked foods, 
and combats foolish and extreme 
food faddishness of all kinds. 

Other moving pictures used by 
Swift & Company are the Easter 
Premium Ham films, in use each 
year since 1920, new films being 
produced each year for distribu- 
tion at Easter. These films, first 
silent, now sound, are 100 feet 
trailers and each reel carries the 
name and address of the dealer 
who has arranged for the show- 
ing. Other trailer-type films that 
have been used from time to time 
for special advertising promotions 
have proved successful on Quick 
Arrow Soap Flakes and Allsweet 
Margarine. 

Starting in 1932, Swift & Com- 
pany began to use the slidefilm 
type of presentation for its own 
organization and for dealer meet- 
ings. Three films of this type, 
Purely Personal, The Big Attrac- 
tion, and The Mark of Champ- 
ions, were produced, designed for 
showing to dealer organizations, 
and suggesting methods of better- 
ing their business. 

Similar films have been used 
continually from that time to the 
present, the latest being the 1939 
Advertising Presentation and a 
merchandising film, Swift, a Serv- 
ice Institution. Both of these 
are intended for showing to the 
Swift organization. Other films, 
both motion and slide, are used 
in the Swift training school for 
sales and operation men. 


ARMOUR & COMPANY 
USE SOUND SLIDEFILMS 


* THe story of Armour’s use of 
slidefilms begins in 1935 when F. 
W. Specht, Vice-President in 
charge of sales, originated the 
plan to provide sales training for 
Armour field men by the use of 
sound slidefilms. 

The first series of films were 
produced by the Jam Handy 
Organization for release in 1935. 
These subjects were designed to 
introduce more effective 
presentations to Armour 
men and jobbers through meet- 
ings in the Company’s 140 branch 
The first difficulty en- 
countered was the reluctance of 
the branch managers to arrange 
for immediate showings of the 
films and it was often four months 
after release before the films had 
been seen by all employees of 
the various Armour branches. 
Contrast this with the thirty 


sales 


sales- 


houses. 





days period which is now the 
average maximum time required 
for films to be shown. 

A second difficulty was in the 
picture itself, many times, for in 
attempting to show a “typical” 
sales presentation the film en- 
countered sectional differences 
that nullified the effectiveness of 
For instance, the 
California salesman could not find 
anything “typical” about the 
difficulties encountered by a New 
Englander and would scoff at any 
heavily dramatized sales training 
that was not exactly applicable 
to him. For this reason Armour 
has discarded dramatized 
training and in its current series 
relies entirely on telling about 
the product and its good selling 
points. 

In the past four vears Armour 
has sponsored eighteen sound 
slidefilms. These have all been 
thirty minute, black and white 
strips. 140 prints of each film 
are made and sent to the Armour 
branch houses where they are 
shown to Armour 
Illustravox “Junior” machines. 

Some of the most effective re- 
cent subjects have been entitled 
Bringing Home The Bacon, (a 
film for dealers), Lard Makes 
Dough, Cold Meats Make Hot 
Profits and Extra Profits Come 
In Cans. 

THE VISKING SLIDEFILM 
* Visking’s Stripped for Action 
shows packers and sausage 
makers how to save money in 
skinless production of frankfur- 
ters by the Visking 
Shown by the Company’s own 
salesmen who bring sound slide 
equipment into the prospect's 
office or plant, the film has 
achieved an expected success. 

More than just an exposition 
of the itself, the slide- 
film gives the prospect lessons in 
sales technique. Additional sub- 
ject matter makes the film a use- 
ful tool for showing to production 
and sales staffs of the prospect. 
Uniform production results, sav- 
ings in production, 
speed of output and ‘the final sales 
pointers are covered in the press- 
ing and filmstrip produced for 
this Chicago manufacturer. In 
promoting showings, Visking used 
front space in the meat 
packing trade journal Meat, and 


its message. 


sales 


salesmen on 


process. 


process 


increased 


cover 


the subject has received wide 
publicity in other papers. 
Wilson & Company used a 


sound movie at the Chicago Fair 


of °33 but no subsequent activity 
in films is noted. 
(Please turn to next page) 








SWIFT AND COMPANY res EN EF 
“The Dactari Daughter’ , 


Fropucep 3y Georce Haic & MERCER FRAN O 
DIRECTED 3Y DAVID .°-NDUS 


* * 


THE CAST 


SS SN Bein kei xewese eats Frank Conroy 
ees Lea Penman 
Elizabeth Chapin .............. Martha Scott 
Stanley Wieke .......0cceee Boyd Crawford 
POO III Si ois gs ois Maria 6 dla Raymond Roe 
0 ee ae eee teres Helen Dawdy 
OI gc cigar ca eaten Charles Benjamin 


and Evelyn McGuirk, Edmund D’Orsay, Bruce 
Elmore, Lois Bulton, Elmer Jerome, Kathryn 
Bishop, Jeri Anne Raphael, Almira Sessions, 
Butler Hixon, Dick Rauber, Zamah Cunning- 
ham, Pierre D’Ennery. 

* * * 

Synopsis: The Doctor's Daughter is a fast-moving, entertaining 
motion picture, professionally directed, photographed and acted. It 
is free from all suggestion of advertising, yet convincingly demon- 
strates the nutritional value of wholesome baked foods in the daily 
diet of Mr. and Mrs. America. The film shows how pastries and other 
forms of baked foods contribute to the well-balanced diet. Food 
fads and reducing pills are thoroughly debunked in the picture. 

“The Doctor’s Daughter” is available for public showings at 
women’s clubs, schools, colleges, P.T.A. gatherings, church meetings, 
cooking schools, and special audiences everywhere. Bakers, large 
and small will sponsor showings of this film in their respective dis- 
tricts. State and local bakers associations, club secretaries, and 
educators may m>ke advance arrangements with Swift & Company. 


Two oj the prin- 
cipals in “The 
Doctor's Daugh- 
ter,” the Swift 
& Company ed- 




















ucational _ film. 
Martha Scott, 
who is promi- 3 
nent in televis- 


ion and on the 
air and who was 
in “Our Town,” 
is the doctor's 
daughter. The 
boy friend is 
Boyd Crawford. 
* * * 
A homely scene 
at the Doctor's 
family table. 


THE FUTURE OUTLOOK 


* The usual plaint of the company which 
used film material back in the pioneer days 
of the silents and in the first years of sound 
was heard by Business Screen surveyors who 
contacted every outstanding representative of 
the meat packing industry in compiling this 
report. 

An unfortunate experience registered by a 
previous production has taken one or two 
firms out of the ranks of users but the general 
summary shows that a majority of the meat 
packers make no use of films simply because 
they are not all geared up to public relations 
or do little or no sales promotion or training. 

That the meat packers have missed the 
mark in smart consumer education, that they 
have neglected a great chance to cooperate 
with the schools in supplying educational 
subject matter is not to be denied. Some 
of this is done but the acceptance and demand 
is far greater than the present supply. 

Not in the field of dealer relationships has 
the packing industry failed, but it has missed 
a great opportunity to better its cause with 
the consumer by not supplying enough edu- 


Below: Scenes from the new Visking slide film 


“Stripped for Action,” now being shown. 
































cational material. Parent-Teacher Groups, 
Women’s Clubs and other groups intensely 
interested in consumer education would be 
excellent audiences for well-produced pro- 
grams. 


And in final summary, it would pay the 
meat packer well to examine his dealer re- 
lationships. Perhaps the sound slidefilm will 
be an adequate means of keeping his sales- 
men on their toes as well as assuring the 


several years and the world of commercial 
and educational film distribution has moved 
on swiftly since then. month. 


The 6,000-odd schools now equipped with loyalty of the retailer. These accompanied 
sound projection would also swell the total by a program of consumer buymanship edu- 
of satisfactory audiences. Business Screen cation would go a long way toward raising 
surveys among the packers indicated that both standards and profits for the meat pack- 
the principal drawback was a general lack of ing industry. 
knowledge concerning these now greatly- Editor's Note: This is the first of a series on 
increased audiences. Most files date back films in various lines of industry. The second, 


describing the use of films in the food indus- 
try, will be presented in these pages next 








The Advertising Agency & Films 
A very rare example of getting down to brass tacks was noted recently in 
a Young & Rubicam advertisement of that agency’s services which pointed 
out that “an agency, in order to offer completely effective service, must 
be familiar with many media, master of many techniques, expert in many 
fields—too many for anything else than a variety of individual talents, co- 


ordinated into a smooth working team.” 


Since the agency’s copy had included “commercial movies” in a verbal 
roundup of media open to advertising, we are glad to accept this further 
accolade of recognition on behalf of our industry. We are sure that the 
agency’s knowledge of commercial motion pictures and slidefilms is funda- 
mental enough to assure clients of a square deal and their money’s worth 


should an opportunity to employ the film medium present itself. 


Too often, in recent years, has the knowledge of media been interpreted 
for understanding. Through decades of white space, agencies bought 
without regard to readership controls now recognized as indispensable; 


the early years of radio were a sad era of inexperience and wastefulness. 


Certainly every agency which has employed the film medium recognizes 
its importance. But using ii wisely is apparently a different matter. Other- 
wise we might not have had the too-recent spectacle of seeing thousands 
of dollars expended for lavish production without the least assurance of 
the picture’s eventual distribution. Again, we should not have had the 
discouraging experience of watching a first class amateur camera “nut” 
apply his homely talents to the purchase of highly technical motion 


picture production. 


We know that common sense and past experience will dictate a searching 
self-examination on the part of all agencies whose clients should employ 
the tremendous power and efficiency of well-produced commercial films. 
That an ability to evaluate the differences between the too-numerous wild- 
catters and long-established experienced producers, a thoroughly helpful 
laison between the client’s needs and the producer’s technical requirements 
and, in short, a genuine understanding of the film medium will be the 
happy result, we cannot doubt. 


That is all “commercial movies” ask of Young & Rubicam. 


—O. H. Cc. 
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Films Via TELEVISI 


N B.C, Don Lee, Zenith Programs 
Bring Sponsored Films to Audiences 


@ VIEWING TELEVISION’s further development 
as a possible means of extending the distri- 
bution of commercial film subjects, both film 
sponsors and producers have regarded with 
interest the increasing use of these sponsored 
subjects on recent telecast programs. 

First-rate General Motors films were viewed 
by members of the Don Lee chain audiences. 
Leading the Pacific Coast stations in early 
television experiments, the Don Lee stations 
used an entire series of commercial films in 
their first outstanding film telecasts. 

In Chicago meanwhile the experimental 
station operated by Commander Eugene Mc- 
Donald’s Zenith Radio Corporation is absorb- 
ing the total commercial film output of one 
Chicago producer. Such subjects as the Na- 
tional League baseball film, the National 
Dairy Council’s recent release, the Wisconsin 
Conservation Department feature and others 
have been used on programs originating from 
this studio three times each week from seven 
to nine p.m. Altogether fourteen sound films 


Was this the world’s first telecast of an actual 
surgical operation? American Television sent 
pictures of this operation at Israel Zion Hos- 
pital in Brooklyn, New York, to a distant 
medical classroom. 


and thirty-seven silent features have been 
televised to date. 

The announcement last month of the Col- 
umbia Broadcasting Company’s new  tele- 
vision transmission “schedule” from the studio 
in the Chrysler building in New York city 
brought another important entry into the 
limelight. The National Broadcasting Com- 
pany, has been using films in its telecasts from 
Radio City for many months. During the New 
York World’s Fair, N.B.C. used hundreds of 
commercial reels on television programs. 

Most practical of all television uses has 
apparently been the localized department 
store system set up in Bloomingdale’s. Here 
individual receivers are placed on various 
floors and a central studio connected by co- 
axial cables from a top-floor location. The 
first commercial film production especially 
for television purposes has been under way 
in the Astoria, Long Island, studios of Audio 
Productions, Inc. where the first “televisuals” 
were prepared for telecasting. American 
Television Company handled the installation. 

Bloomingdale’s own brand, “Barbara Lee,” 
fashions were featured in the first film as well 
as the story of 14 months old “Junior” who 
wisely chooses Guardian Shoes and Tot’s 
clothes from the “Young World” department. 

Through the first “Televisual’” Blooming- 
dale’s paves the way for an entry of national 
advertisers into television as an advertising 
medium. Tests in May of this year elicited 
the statement of I. A. Hirschmann, Blooming- 
dale’s vice-president, that “the clarity and 
incisiveness with which merchandise is tele- 


Experimental television programs of 
the National Broadcasting Company 
are of two types—studio pick-ups 
(with live talent) and motion picture 
films. The picture above shows the 
film being placed in the projector 
(center) and run off exactly as in 
any entertainment theatre. 

The NBC control room associated 
with film projection equipment is 
shown (left.) Engineers are seated at 
control equipment awaiting audio and 
video signals. 


vised from our studio and seen by customers 
on all floors simultaneously make the new 
medium a ‘must’ among selling methods.” 

“Televisuals,” he stated, “are part of an im- 
portant experiment to determine the type of 
motion picture technique required for the 
proper exploitation of merchandising by tele- 
vision for the consumer.” 

Bloomingdale’s thus established itself as the 
first American department store to make a 
practical application of Television to mer- 
chandising. The drama and excitement of 
merchandise audible and _ visible 
through “televisuals” will remain in the store 


become 


as long as the customer shows interest in this 
new advertising medium, according to store 
executives. 





THE POWER OF FILMS TO SELL 


* There is an old proverb which says, 
in effect, that the road to learning 
through the eye is twenty times as 
broad as the road to learning through 
the ear. This same theory has been 
stated at other times in the form of a 
mathematical formula crediting 87 
per cent of our impressions to visual 
sensations and 6 per cent to auditory 
sensations; however, the proof of this 
absolute proration does not seem to 
be adequate to warrant the accept- 
ance of the statement in this most 
definite form—Gordon B. Palmer. 
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@ From New York City to Los Angeles, 
from New Orleans north to Chicago and be- 
yond, motion picture advertising has success- 
fully advanced to firm intrenchments in 
nearly every large U.S.A. city. The “push” 
has not ended, but enough gains have been 
consolidated to answer those business execs 
who think of movie advertising as a small 
town proposition. 

It is true that this newest of major adver- 
tising forces was born and nourished in rural 
sections. Big city movie palaces, located in 
highly congested areas, were able to maintain 
respectable profits through a selection of good 
programs backed up by 
tions. “Tank town” 
less favored locations solemnly and _ selected 
motion picture advertising as a means of add- 
ing to their slim revenues. The use of their 
screens sold to local advertisers by 


worthwhile promo- 


theatres eyed their own 


various 
film companies, showed enough profit to at- 
tract thousands of theatres. 

The business depression of the early °30’s, 
plus a change in production technique (see 
Business Screen, June 1939) brought this 
nascent medium a golden opportunity. When, 
in 1933, a number of film companies united 
to sell national motion picture advertising, 
they found the big advertisers anxiously 
searching for a new type of promotion wea- 
pon that could create sales in the then stag- 
nant business situation. Many an ad mana- 
ger cast covetous eyes on this new medium, 
only to shy away when it appeared that at 
this early of development there was 
not sufficient desirable coverage available 
the big city markets. 


stage 


Then, out of these same business doldrums, 
big city theatre exhibitors feeling the need for 
additional revenue, were willing to make their 
screens available to national advertisers whose 
Minute Movies would be on a par with fea- 
ture picture 

Perfect timing—timing no man_ could 
create but timing that a new industry could 
use to its advantage. First they gathered 
the large independent theatres. Then the 
push widened to include the capture of several 
important theatre chains. The 
proved audience 


production. 


advent of im- 
attendance in 1936-37 did 
not cause these theatres to withdraw adver- 
tising privileges as had been suggested. The 
managements liked the extra revenue ... the 


audience liked these minute shorts ... and 


116] 


cA R= 


. yy “ } 


Did — 


Advertising: and the: 
POLITAN MARKET 


BY LAWRENCE M. ROSENTHAL 


because Minute Movies were liked they sold 
merchandise. 
CircuLaTion Box Score 

* For the advertiser who has not kept posted 
on these advances the resume of available 
(taken from records of the largest 
national company in the field) will prove 
startling: Every city in the U.S.A. 
than 500,000 population now offers worth- 
while coverage, both in amount and desirabil- 
itv for most types of advertised products. 
There are thirteen such cities in this group 
with a combined population of 20,848,542. 
There are available 906 theatre screens in 
these towns with a total circulation available 
of 8,008,699 per week! This means an over- 
all circulation which equals 37% of the total 
combined population. A few individual fig- 
ures may be of interest: 

Theas. Avail. 
City Population Avail. Circ. 
New York City 6,930,446 
Philadelphia 1,950,961 
San Francisco 634,394 


Los Angeles 1,238,048 478.990 39% 
Chicago 3,376,438 950,062 35% 


The next largest group of cities is comprised 
of those with populations ranging between 
250,000 to 500,000. Some coverage is avail- 
able in all of these twenty-two cities. In four 
of them, however, the coverage is either so 
small or is gained from such unimportant 
theatres that these four cities are counted as 
not recommendable. Notable example— 
Washington, DC. The other eighteen have 
sufficient coverage. 

Taking an over-all look at the list of the 
twenty-two cities we find they have a total 
combined population of 7,665,064. Four 
hundred fifty four theatre screens are avail- 
able with a weekly circulation of 2,985,974! 
Translated into simpler figures this means 
that the weekly available circulation equals 
39% of the total population. Individual 
examples follow: 


coverage 


with more 


% of Circ. 
to Pop. 

3,157,540 46% 
648.795 33% 
312,863 49% 


Theas. Avail. 
City Population Avail. Circ. 
Houston, Texas 292,352 
Indianapolis, Ind. 364,161 
Louisville, Ky. 307.745 
Kansas City, Mo. 399,715 
Minneapolis, Minn. 464,356 
Oakland, Cal. 284,063 
Cincinnati, O. 451,160 
Jersey City. NJ. 316,715 
(Not recommended) 
In an article as brief as this it would be of 


little value to survey individually 


% of Circ. 
to Pop. 
262.645 90% 
106.850 29% 
101,800 33% 
144,838 36% 
209.250 45% 
218.576 77% 
172,350 38% 
49.500 12% 


cities 


smaller than those in the above groups. Such 
figures would not be news. It is common 
knowledge that in the smaller cities there is 
more coverage available than an advertiser 
needs—although it is also true that there 
may be a few sections of the country wherein 
coverage is not yet made available: for ex- 
ample, some parts of Florida, etc. 

To fill in the general outline we find adver- 
tisers can, over the entire country, select as 
many theatres as desired from total available 
of more than 8500, located in approximately 
5500 communities with an average weekly 
circulation in excess of 37,000,000! 

Such figures, of course, as have appeared 
in this article deal with quantity rather than 
quality of circulation. This is unavoidable 
because any circulation acceptable to a manu- 
facturer of a mass product may not be classed 
as desirable by the manufacturer of a high- 
priced specialty. It is significant, however, 
that in most cities there is so much coverage 
available that representation in undesirable 
neighborhoods can be eliminated and there 
will still remain an abundance of circulation. 

City Auptence REACTION 

* One question which I have been asked 
many times is whether the big city theatre 
audience, because of their supposed greater 
sophistication, react as kindly to movie ad- 
vertising as people smaller communities. 
Brief mention of this was made earlier when 
acceptance was proved by the fact that the 
advertising in big cities has produced success- 
ful sales returns. If resentment of any ap- 
preciable amount did exist it would not be 
translated into increased sales. 

Moreover field checkers are employed to 
constantly review audience reactions during 
the running of Minute Movies. Having been 
privileged to study these reports on many 
campaigns in both large and small cities, I 
can say that there is no real difference in re- 
ception by the two types of audiences. If a 
Minute Movie is carefully written and pro- 
duced it finds favor . . . if it is amateurish 
or uninteresting it is disliked by rural movie- 
goers as well as by their big city cousins. 
Years of conditioning small town audiences 
may possibly make them easier to please— 
but the positive fact to remember is this: a 
good fast-moving one minute commercial 
movie short gets a good reception in both 
New York and Four Corners, Iowa. 

















use has increased from approximately 500 
to more than 25,000. 
for the training of all classes of salesmen and 


Most extensively used 


service employees, the slidefilm’s use for the 
direct solicitation of consumers, for the im- 


provement of public and employee relations 





NUREEN'S ANNUAL SLIDEFILM REVIEW 


r Present and Potential Fields of Service 


through educational subjects and for the 
improvement of dealer and jobber relations 
has considerably widened its scope. 

Most widely employed in its early years 
by the highly competitive and alert auto- 
motive industry and by its affiliates in oil, 
rubber and accessories, the slidefilm has won 
a place in almost every type of business. 
Where it is now employed, it is safe to hazard 
that a lack of knowledge of its powers rather 
than the medium is to blame if there are 
salesmen or service employees in need of 
training. New applications and improved 
means of applying them are being found 
nearly every day. 

There is no conflict between the slidefilm 
and the motion picture. Each has its place 


in the field of visual media. The compara- 





tively lower cost of the slidefilm program 
and its adequacy for many forms of simple 
training have won it a place almost com- 
pletely. outside the practical scope of the 
motion picture. 

In many instances, especially in the field 
of training, the methodical stop-motion effect 
of the slidefilm has a particular effective- 
ness in putting across a simple series of 
ideas and Cer- 
tainly, on the other hand, the still scenes of 
the slidefilm strip would not be satisfactory 


their desired conclusions. 


for the demonstration of moving machinery 
Nor is it suffi- 
ciently entertaining or dramatic enough to 


or processes of manufacture. 


interest mass audiences accustomed to mo- 
tion pictures by long experience. 
(Please turn to next page ) 






















































* A startling semblance of action 
is expressed by the frequently 
changing scenes on the film strip 
and by clever synchronization of 
sound effects and voices. The 
comparatively short time required 
to produce one of these disk and 
filmstrip programs, the low cost 
of duplicates and reproduction 
equipment and its extreme porta- 
bility are further factors contri- 
buting to its present widespread 
popularity. 


WHEN TO USE SLIDEFILMS 
* As Business Screen’s survey of 
nearly two hundred users (repre- 
senting some thousands of indi- 
vidual programs) so amply illus- 
trates on other pages of this issue, 
the slidefilm is most widely em- 
ployed as a salesmen training de- 
Especially in far-flung 
organizations such as those repre- 
sented by members of the auto- 
motive, oil, and the tire industries 
is the medium most useful. 
“Freezing” the original plans, 
suggestions and _ inspirational 
thoughts of the headquarters 
management unto a recording, the 
slidefilm brings a clear and un- 
changed pictorial and spoken ver- 
sion without any change in con- 
tent or meaning. 

Besides training of salesmen, 
retailers, clerks, etc. the sound 
slidefilm is employed to convey 
short illustrated “lectures” on 
matters of safety, employee rela- 
tions and to instruct all types of 
service employees in matters of 


vice. 


mechanical operation, improved 
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2 
(Left)Scenes fron 
the new safety 
slidefilm Defens- 
ive Driving just 


released by the 
National Safety 





What Is a 


@ Frank Freimann* defines 
the sound = slidefilm as a 
“series of interesting still pic- 
tures illustrating the subject 
matter, manually sychronized 
with the audible text by the 
operator, who receives his 
cues for advancing the pic- 
tures from a melodious tone 
superimposed upon the re- 
cording. The pictures are 
changed as frequently as nec- 
essary to follow the sequence 
of the continuity. Each pie- 
ture is arrested long enough 
to illustrate a thought to be 
absorbed by the audience.” 

Another definition would 
describe the sound slidefilm 
equipment as an electrically 
amplified phonograph com- 
bined with a filmstrip projec- 
tor. A recorded program de- 
scribes the i 


*Electro-Acoustic Products Compa 
presented before the Society 





accompanying 


Slidefilm? 


illustrations as they are pro- 
jected on the screen. On a 
filmstrip of standard 35mm. 
size, from sixty to one hun- 
dred scenes may be included 
and either a 12 or 16-inch dise 
contains the spoken or musi- 
cal accompaniment. 

Such equipment may be 
operated on either AC or DC 
current and its cost ranges 
from as low as $30 to $40 up 
to slightly over $100 for the 
finest possible unit. Modern 
equipment weighs as little as 
ten pounds with the heaviest 
units totaling less than forty 
pounds. The cost of produc- 
ing subject matter includes 
photography, recording, dup- 
lication, etc.; also provides for 
recording artists, photo- 
graphic models and adequate 
preparation of the script. 


ny, Ft. Wayne, Indiana, in a speech 
of Motion Picture Engineers 
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work techniques, ete. With com- 
paratively little effort, the busi- 
ness executive can determine the 
exact nature of his problem and 
compare it with those enumerated 
here. 

One of the industry’s cardinal 
axioms is important .. . the use of 
the medium is not recommended 
for most concerns unless a con- 
tinuous program is determined 
from the very beginning. One 
slidefilm may accomplish a great 
deal of good but the maximum 
effect and value is only achieved 
through long and consistent appli- 
cation of programs in series. 


THE COST OF SLIDEFILMS 
* Like advertising, the cost of 
slidefilms should not be computed 
for a single subject. Unless used 
for some special need, slidefilm 
programs must be computed in 
series for maximum effectiveness 
and for economy as well. Such 
programs cost comparatively less 
on the second, third and fourth 
program in the line and therefore 
doubly earn their already reason- 
able price. 

Futher than that, the cost of 
slidefilm programs depends on the 
type of subject matter used. If 
the script calls for a dramatic 
story presentation requiring pro- 
fessional voice and picture talent 
it will surely be more expensive 
than a straightforward industrial 
or commercial presentation mini- 
mizing the voice to a single an- 
nouncer and _ straight industrial 
photography. 

Dramatic treatments, the use of 
color, and other elements enter 
into the cost of slidefilms. With 
all these, the total cost will be 
far less than a sound motion pic- 
ture though there is no compari- 
son since each has its field of 
usefulness. A great many dra- 
matic programs shown to audi- 
ences on a national basis appear 
to average from $1500 to $2500 
per subject, complete. 





PROJECTION TABLES OF SCREEN SIZES FOR SLIDEFILM SHOWINGS 


Picture Sizes (in feet) When Hori 
Frame Film Is Shown (The propo 


zontal Double 
rtions are re- 


ynereed when shoring v-rtical frames) 








Equivalent DISTANCE FROM SCREEN 
Focal Length} — - - 
of Lens 10’ | 15’ | 20’ | 25’ | 30’ | 35’ | 40’ | 45’ | 50’ 
3” 3.0} 4.5 | 6.0! 7.6) 9.1) 10.5, 12.1) 13.6) 14.9 
4.6 | 6.8 | 9.0 | 11.4) 13.6) 15.8) 18.2) 20.4) 22.4 
+" 2.3 | 3.4) 4.5 | 5.8) 6.8) 7.9) 9.1) 10.2) 11.2 
3.4/5.0 6.8 8.8 10.2 11.8 13.6) 15.2) 16.8 
) 1.8 | 2.7; 3.6| 4.6) 5.4) 6.4) 7.3) 8.2) 9.0 
2.6 | 4.0/5.4) 7.0) 8.0) 9.6 11.0) 12.4) 13.6 
6” 1.5 | 2.3 | 3.0| 3.8) 4.5) 5.3) 6.1) 6.8) 7.5 
2.2 | 3.4/| 4.6| 5.8} 6.8) 8.0) 9.2) 10.2) 11.5 
i 1.3 1.9 | 2.6] 3.3) 3.9) 4.5) 5.2) 5.8) 6.4 
1.9 | 2.9|3.9| 4.9) 5.9) 6.8 7.8) 8.7) 9.6 
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COLOR IN SLIDEFILMS 
* Kodachrome is being widely 
employed for full-color photog- 
raphy of slidefilm subject matter. 
Since color noticeably increases 
the cost of both original and 
duplicates, its usefulness must be 
carefully determined. Identifica- 
tion of product colors as in tex- 
tiles or of brands and packages 
may be worth the price. Again 
color can best tell the story of 
products sold by color appeal, 
either partly or wholly. 

From Kodachrome originals to 
Technicolor is a simple step. Less 
expensive than either of these is 
Cinecolor. Here it is necessary 
to make some sacrifice of color 
exactness but general eye-appeal 
value is still excellent. Best of the 
recent sound slidefilm color sub- 
jects seen recently by Business 
Screen were an Owens-Illinois 
presentation in Technicolor and a 
new Swift & Company presenta- 


tion of advertising in original 
Kodachrome. 
Hand coloring of individual 


slidefilm frames is also satisfac- 
tory though the number of ex- 
perts qualified to do this work is 
dubious. Ordinary black and 
white frames containing subject 
matter which would be_ better 
presented in color are selected and 
hand-tinted at the average price 
of 50c to one dollar per frame. 
No splicing is necessary and a 
wide range of colors is possible. 
Gustav Brock of New York City 
is one of the few individuals 
qualified to do this work in de- 
pendable fashion. 


MUSICAL PRELUDE DISCS 
* The recent announcement by R. 
M. MeFarland & Associates of 
33 1/3 musical records now makes 
available some excellent prelimin- 
ary music which can be played 
while the audience is arriving and 


being seated for the slidefilm 
program. Three 16 inch records 


are available with swing music, 
stirring marches and college med- 
leys. Eight selections are on each 
record. 





TYPICAL CASE HISTORIES 





¢ Although the forthcoming issue 
of Business Screen will present 
a majority of the individual case 
histories of outstanding slidefilm 
users, a few of these are presented 
here. No attempt has been made 
to “judge” slidefilms for individ- 
ual merit because of the many 
thousands of programs involved. 
*” * * 
* Indicative of the universal ap- 


peal of slidefilms is the experience 
of Libby, McNeil, and Libby 





Operadio 


The new lightweight slidefilm projectors are ideal for desktop presentations 


Company, whose silent film strips 
have been shown and appreciated 
in such out-of-the-way places as 
Java, Sumatra, Indo-China, and 
the Malay States. What is more, 
Libby has found that messages 


presented to native food dealers 
in this manner have resulted in 
larger orders for the Company's 
line of canned foods. These films 
might even be called “sound” 
slidefilms by a stretch of the im- 


SOLVING YOUR PROBLEMS WITH SLIDEFILMS 


The following discussion of the 
extensive uses of sound slidefilms 
was written by Bob McFarland, 
slidefilm equipment specialist and 
head of the firm of R. M. McFar- 
land Associates who has made a 
1. TRAINING YOUR 
OWN SALESMEN— 
Surveys among a 
large number of sales 
organizations s h o w 
that about 20% of the 
average sales forces 
produce approximately 
80% of the sales. One of the most 
important jobs of every Sales Mana- 
ger is to increase the efficiency of 
the border-line producers, who com- 
prise 80% of his staff. Available 
records show that the efficiency of 
sales forces have been increased from 
3% to 37% when the medium of 
Sound-Slide Films have been added 
to the sales program. 

Well prepared Sound-Slide Films 
inspire and educate your salesmen 

. gives them increased knowledge 
of your product or service . . . teaches 
them how to sell it. They learn the 
one best way to present your product 
and each point about it. Think of 
the tremendous power built up by 
your salesmen telling the same story 
in the one best way at the same time 
throughout the country. It will de- 
velop greater belief in you and your 
product ... pride in your organiza- 
tion . . . your advertising and mer- 





study of the medium. This report 
is the first of a series now written 
exclusively for Business Screen by 
Mr. McFarland. Another instal- 
ment will be presented in an early 
issue of Business Screen. 


chandising 
sales aids. 
teach your 
how to analyze their 


your 
You can 
salesmen 
own territories : 
select their prospects 
. customer approach 
. . proper demonstra- 
tion .. . how to overcome objections 
. meet competition . . . the proper 
way to close sales and finally how 
to salesmanage themselves and their 
territories. 
2. TRAINING JOBBER’S SALESMEN— 
If you distribute through jobbers 
you have long recognized that your 
product is in direct competition with 
scores, even thousands, of other items 
carried by these salesmen. Spotlight 
your product in their minds . . . teach 
them more about your product 
it is only human nature for a man 
to talk about things he knows and 
feels that he can talk about intelli- 
gently. Experiences of scores of 
manufacturers have proven that the 
Sound-Slide Film is the one best 
medium to accomplish this end. 
3. TRAINING THE DEALER’S SALES- 
MEN—The drones of the sales world... 
the most important link in the sales 


(Continued on the following pages) 


agination for interpreters have 
been trained to follow a transla- 
tion of the script and deliver the 
appropriate lines for each frame 
in the native tongue of the 
audience. 
” * * 

* Using the old selling slogan, 
“Tell ‘em what you're going to 
tell ‘em; tell ‘em; then tell ’em 
what you told ’em,” Camera, Inc., 
Chicago producer, has released a 
new slidefilm for Atlas Tire and 
Supply Company which intro- 
duces a fresh note into sales meet- 
ing procedure. To 
weak method — of 
which sometimes 


combat the 
introduction 


seals the fate 


‘of many slidefilm sales meetings, 


Camera, Inc. has supplied an in- 
troduction on the film itself on the 
back of the record which may 
serve either as a direct introduc- 
tion to the film and be incorpor- 
ated in the presentation, or as a 
guide to the sales manager who 
may review this portion of the 
production beforehand. Also con- 
tained on the same dise is a quiz 
section which can be used at a 
subsequent meeting and serves to 
check the effectiveness of the sub- 
ject as a training device. 
* * . 
* Scheduled for widespread show- 
ing this fall and winter is The 
Winner, a new sound slidefilm 
produced for American Brakeblok 
by Paul Harris Productions, 
Chicago. The subject is designed 
for training meetings before job- 
bers’ salesmen and tells how one 
salesman earned a promotion and 
“won the girl” by improving his 
sales technique. With showings 
of the film the American Brake- 
blok Company plans to use a 
questionnaire to drive home the 
technique presented in the film. 
riculum did not profit from the 
* * * 

* The J. I. Case Company has 
been using slide films for a good 
many years and produce any- 
where from three to six a year. 
They have over 200 machines in 


use among branch offices and 
leading dealers and use the films 
in the dealers’ showrooms. The 


dealers invite the farmers in from 
the neighboring countryside and 
usually spend the better part of 
a day showing films and conduct- 
ing an educational 
which new 


program in 
models of tractors, 
threshing machines, corn planters, 
ete., are explained and demon- 
strated. Slidefilms have proved 
an invaluable sales tool. 

The Company does most of its 
own photographic work and the 
producer lends assistance on the 

(Please turn to page 23) 
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Sponsors 











ADVERTISING & MERCHANDISING 
R. L. Polk & Co. 
Rough Notes, Inc. 
Transportation Advertising, Inc. 


ALCOHOLIC BEVERAGES 
Gooderham & Worts Co. 


AUTOMOTIVE INDUSTRY 
American Brakeblok Co. 
Chrysler Motors 
DeSoto Motors 
Dodge Motors 
Ford Motors 
General Motors—Export Division 
General Motors Truck Co. 
Harley-Davidson Motors 
Hudson Motors 
Nash Motors 
National Wheel & Rim Assn. 
Packard Motors 
Packard Electric Div. Gen. Motors 
Plymouth Motors 
Pontiac Motors 
Studebaker Motors 
Willard Storage Battery Co. 


BANKING AND FINANCIAL 
General Motors Acceptance Corp. 
Walter E. Heller Co. 

Household Finance Co. 
Investors Syndicate 


BEAUTY SHOPS, TOILET ARTICLES 
Lucien LeLong 


BOTTLING, BEVERAGES, ETC. 
Bastian-Blessing Co. 
Céca Cola Co. 
Liquid Carbonic Corp. 
Orange-Crush Co. 
Owens-Illinois Glass Co. 


BUILDING SUPPLIES 
Bird & Son Co. 
Celotex Corp. 
Johns-Manville Co. 
Tilo Roofing Co. 


BUSINESS SUPPLIES 
Auto Point Pencil Co. 
National Cash Register Co. 
United Autographic Register Co. 


CANNING INDUSTRY 
American Can Company 
Crown Cork & Seal Co. 


CERAMICS, GLASS 
Corning Glass Works 
N + 1 - 
Pittsburgh Plate Glass Co. 
United States Potters Assn. 


CIVIC AND PUBLIC RELATIONS 
American Legion 
Chicago Board of Health 
Chicago Park District 
Federal Housing Administration 
Greater New York Fund 
National Assn. of Manufacturers 
National Safety Council 


CLOTHING, MEN’S AND BOY'S 
Associated Wool Industries 
Coopers, Inc. 

Hookless Fastener Corp. 
B. Kuppenheimer Co. 


CLOTHING, WOMEN 
Charis Corp. 
Hookless Fastener Corp. 
Printz, Biederman Co. 


COAL 
Dela, Lackawanna & W. Coal Co. 
Peabody Coal Co. 
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How to use direct mail 
Promoting insurance direct mail serv. 
Top notch results from car-cards 


Promoting G. & W. liquor sales 


Directed at jobbers’ salesmen 
Specializing in technical training 
Service and sales training 
Service and sales training 
Instruction for dealers’ salesmen 
Foreign sales promotion 
Truck sales promotion 
Safety strip for police departments 
Sales instruction films 
Training for the Nash floor man 
Instruction for tire salesmen 
Instruction for Packard service men 
Product explanetica for the dealer 
Sales and service promotion 
Practical training films for dealers 
Training the man on the floor 
Better sales presentation 





The G. M. A. C. finance plan 
| Inv. film directed at consumers 
Better buymanship for consumers 
Primarily for investment prospects 


Training for retail cosmetics clerks 


Why B-B fountain equipment is best 
Promoting sales by drivers 

Selling drug store installations 
Dealer merchandise set-ups 

Has made noteworthy use of color 


Product promotion 

Building up the dealers’ orders 
How to use and sell J-M products 
Training Tilo’s own salesmen 


Selling Autopoints to large concerns 
Increasing use of equipment line 
Business equipment sales training 


Helping the dealer succeed 
Promoting Crown products 


Training dept. store clerks 
Best uses of enamelware 
Sales training for dealers’ staff 
M of Jap competition 





Instruction in safety methods 
Improvement of health conditions 
How to use Chicago’s Park facilities 
Promoting new housing 

Instructing Fund captains 

Why Amer. bus. methods are better 
Promoting better safety methods 


How to sell wool clothing 
Presenting nat. adv. campaign 
Advantages of Talon fasteners 
Retail sales training for dept. store 


How to sell more undergarments 
Uses of “Talon” fasteners 
Sales methods for dept. store clerks 


Selling possibilities of “blue coal” 
Peabody's new mining method 
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Solving Your Problem 
with Slidefilms 











(Continued from previous page) 
chain yet the most neglected. 
Business spends millions of dollars 
advertising . . . creating desire in the 
minds consumers for particular 
products . . . directing them to retail 
outlets for demonstrations and com- 
plete information. At the retail out- 
let the poor consumer finds himself 
too often at the mercy of an unin- 
formed salesperson. Stop a moment 
and estimate do you feel that 
even 10% of the retail salespeople 
selling your product know and under- 


of 


stand it... its uses . . . limitations 
. outstanding merits . . . proper 
| demonstration, ete. Or ... do they 


| substitute a product of less merit but 


one which they know more about... 
one that carries a larger profit or 
sells for less than your product. An 
increasing number of retailers are 
becoming Sound-Slide Film enthus- 
ijasts, using every film available to 
train and educate their salespeople 


| to become better merchandisers. 


| 4. DEALER EDUCATION—Sound-Slide 
| Films are becoming more popular with 








every type of dealer. Instead of de- 
pending upon the vocal ability and 
the usual sales material . . . which in 
most cases is rather poorly presented 
by the manufacturer’s or jobber’s 
salesmen, if shown at all .. . he has 
discovered that Sound-Slide Film 
presentations conserve both his time 
and energy. He sees and hears the 
salesman’s WHOLE story in a logical, 
concise and intelligent manner ... 
quickly and efficiently. 

Dealers are also interested in 
Sound-Slide Film presentations on the 
following subjects: 

Selling Specific Products. 
Showmanship in Retailing 
Effective Store Arrangements 
Proper Display 

Sales Demonstrations 

How to Use and Build Local Ad- 
vertising 

Window Displays 

Direct Mail 

Planning and Directing Special 
Sales 

Store Location 

Principles of Merchandising 
Proper Use of Sales Aids 
Accounting and Bookkeeping 
Tie-in Merchandising 
Use of Proper Lighting 
Customer Relations 
Returned Goods 
Handling Complaints 
Answering the Telephone 
Stock Control 

Safety 

Store Equipment 
Packaging and Wrapping 
New Products 

Ideas That Will Make 
Better Businessman 

z. Training Salespeople . . . Etc. 

5. INTRODUCING NEW PRODUCTS— 
With distribution no longer a seri- 


me ae op 


mr p00 
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“xeserrynrevposp sg - are 





ous problem on new products the How Business Uses the Sound Slidefilm—2 


real need today is for the most drama- 
tic, efficient, effective and economical 
way to introduce new products to the Sponsors Sales Training 
salesforce, jobbers, jobbers’ salesmen, Y ; ‘ 
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retailers, retailers’ salesmen and con- S 
sumers. Many manufacturers find » £ 2 & on. os 
that Sound-Slide Films meet this need. SEL As|2eE/SE] 8 © sie28 
= 2)23)=3)05| 3 | isl28| es 
6. TRAINING SERVICE MEN—The suc- oS ee E°OlE« ao Selas 
: 6 eisais o oS = = 
cess of many products depends wholly Se 5 3 4 2 3 > 3 8 - & & fe 
upon the intelligence of their service £6 sAaijea oa a 
organizations in the original installa- - 
tion and subsequent care. There is » 
no better way than Sound-Slide Films 
to make obscure technical details clear | DAIRY PRODUCTS 
and train service men in the most ee Co. - - ae Fa oe — ae tel 
7 ss ; orden Co. eg cw driver can enlarge his clientele 
efficient service methods. Pacey i a - Training for the driver 
7. EMPLOYEE RELATIONS-Today as | International Assn. of Milk Dealers - saad mse methods for drivers 
never before in history industry ani Industry Foundation rir p-to-date dairy methods 
faces a multitude of problems On | Bauer & Black Ce. - Promoting better safety conditions 
the subject of employee relations. | f£ R, Squibb & Co. Training for jobbers 
A few of the more important phases McKesson & Robbins, Inc. About McK. & R. organization 
of this far-reaching problem facing | DRY GOODS, DEPARTMENT, 
management today are _ building: enamine oon te ai ee : nen eat 
‘ : Sait ; A % e clerk can increase his sales 
Pride in organization . . » Pride in Sears Roebuck Co. r Product education for store clerks 
workmanship and product . . . em- ELECTRICAL INDUSTRY 
ployee good-will .. . efficiency .. . Amer. Water Works & Electric Assn. Promoting courtesy to the public 
wages . . . development of skilled Apex Rotarex Co. - Qualities of Rotarex line 
labor and office help . . . sales train- pened By cca Inc. ea er Din ry hggeven! appliances 
: : : ; - ining C. E. employees 
ing... accident poevennsen ... bene- Crescent Wire & Cable Co. vv How to sell Crescent products 
fit associations . . . provision for re- Easy Washing Machine Co. rir oa Outstanding merits of Easy washers 
tirement ... job security .. . elim- | Edison General Electric Appl. Co. Vr How to use Edison appliances 
ination of political intrigues and Electro Master, Inc. - Why the Electro Master is best 
. : : itinptigndl General Electric Co. - r- Training G. E. clerks and salesmen 
internal jealousies . . . elimination of Kelvinator Div.—Nash-Kelvinator rir - Selling points of Kelvinator products 
wasteful practices and time... elim- | Proctor & Schwartz Electric Co. rir Product training films 
ination of slip-shod work . .. fair rms ee “y of Northern Illinols - \r- — — of using hyo meron 
‘ : ewar arner Co. | romoting more use o emite 
production standards . . . the border- | Westinghouse Electric Co. a Selling Westinghouse turbines 
line producer . . . knowledge of the ELECTRONIC INDUSTRY 
product .. . its uses... superiority | New York Telephone Co. ea How to use the telephone correctly 
. advertising . . . merchandising | FARM OPERATING EQUIPMENT 
distribution, ete. Sound-Slide | Bodh ine — ib a Case a machinery — 
Films are building mutual trust and | ationa rvester Co. nw romoting sales of heavy machines 


cooperation between employee and 
management. In several cases the 
same films are used to acquaint the 
community in which the factory is 
located with a better understanding 
of the place it holds in that com- 


munity and the way it is serving both | 


the community and nation. 


8. CUSTOMER RELATIONS—Sound- | 


Slide Films have provided an effi- 


cient and economical medium to | 


enlist the cooperation and encour- 
age employees to treat all patrons 
with the same _ friendliness and 
courtesy . .. to show the reasons 
behind company policies .. . how to 
handle complaints and _ returned 
goods in a way that will build good- 
will . . . the importance of proper 
fitting or matching .. . the fallacy of 
never to be kept promises .. . that 
each employee guide his actions 
bearing in mind. . . that he individ- 
ually is the company in the mind of 
the customer, etc. 


9. ELIMINATE EXPENSIVE SALES MEET- 
INGS—The annual sales meeting, in 
vogue so long, is rapidly being replaced 
by regular monthly sectional meetings. 
It is no longer necessary to bring all 
the salesmen together at one point 
for training, nor is it necessary for 
highly paid executives to waste their 
valuable time traveling about the 
country addressing meetings. Sound- 


(Continued on next page) 


FOOD MANUFACTURING AND 
DISTRIBUTING INDUSTRY 
General Foods Co. 
Independent Grocers Alliance 
Jewell Tea Co. 
Kraft-Phenix Cheese Co. 
Modern Marketing Service 
National Tea Co. 
National Biscuit Co. 
Pillsbury Flour Co. 
United Buyers Co. 
U. S. Cane Sugar Refiners Assn. 
FURNITURE & HOUSE- FURNISHINGS 
Clinton Carpet Co. 
Home Window Decorators Guild 
Joerns Bros. Furniture Co. 
Karastan Rug Mills Co. 
Kindel Furniture Co. 
Mohawk Carpet Mills 
Simmons Co. 


| GAS 


American Gas Assn. 
GRAIN AND FEED 
Larrowe Milling Co. 


HEATING AND VENTILATING 
Airtemp Div.—Chrysler Motors 
Evans Heater Co. 
Fairbanks-Morse Co. 

Ruud Manufacturing Co. 
Schwitzer-Cummins Co. 
Standard Gas Equipment Co. 
Williams Oil-O-Matic Heater Co. 


HOTELS, RESTAURANTS, CLUBS 

Chicago Motor Club 

Nati 1 Hotel M g t, Inc, 
INSURANCE 

Travelers Insurance Co. 

Metropolitan Life Insurance Co. 
LUMBER 

National Ret. Lumber Dealers Assn. 
MEAT PACKING, BY-PRODUCTS 

Armour & Co. 

Libby McNeil & Libby Co. 

Swift & Company 

Visking Corp. 
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Sales training 

Better sales methods for grocers 
Sales training for Jewell field men 
Training for Kraft salesmen 
Training for g 3 

How to improve salesmanship 
Training for N. B. C. field men 
Pillsbury’s Best means better pastry 
Sales tips for grocery clerks 

Tells the consumer about cane sugar 





Training films for dept. store clerks 
About new curtain styles 

About Joerns production methods 
How to sell Karastan rugs 
Qualities of Kinde] furniture 

Shows Mohawk rug patterns 
Mattress sales tips for retail clerks 


Merits cf C P gas ranges 
Promcting “Larro” pcultry feed 


Training for Airtemp retailers 
Training for Evans dealers 
Qualities of F-M heaters 
Training Ruud salesmen 
Convenience of Stokol heater 
Training for the floor man 
Factual info. about Williams 


Promoting new memberships 
N. H. M. service principles 


Safety in the plant and on the road 
Public relations film 


Instruction for lumber dealers 


Product education films 

Training for Libby salesmen 
Presents merchandising campaigns 
Better production of skinless franks 
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How Business Uses the Sound Slidefilm—3 
Selling | Building R 
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METALS 
Toledo Steel Products Co. - - New ways to make profits 
PACKAGING 
Dixie-Vortex Co. - Selling manufacturers on Dixie cups 
PAINT, VARNISH, WAX 
Glidden Co. a Selling dealer on Glidden products 
Murphy Varnish Co. rv Sales training for dealers 
National Chemical & Mig. Co. od Product training for retail clerks 
Simoniz Co. i Better Simoniz merchandising 
Walpamur Co. - Directed at consumer sales 
PETROLEUM 
Chek-Chart Co. - ad Chek-Chart service means profits 
Cities Service Co. a reir Better service means more profits 
Conoco Co. Lr- r- Profitable service tips 
DeVilbiss Co. Lr Better understanding of De Vilbiss 
“Illinois Farm Supply Co. r- Marketing oil to tractor owners 
sn Fy gem Co. a a haa Apel ere 
ure \. | on | an y 
Richfield Oil Co. ra rein Profitable service tips 
Shell Petroleum Co. reisi‘T Profitable service tips 
Shell Union Oil Co. - - - Profitable service tips : 
Sinclair Refining Co. L- r Increase business from tourists 
Standard Oil Co. (Indiana) - - Better service means more profits 
A lenlenns | |e ee ee eee ee 
exas e | a 
Independent Refiners Service a - Better service means more profits 
PHOTOGRAPHY 
General Electric Co. [oa Popularizes night photography 
PLUMBING SUPPLIES 
Crane Co. rie Product training for dealers 
PRINTING, PUBLISHING 
y merreg Newspaper Pub. Assn. br Auto dealers cn news - 
urtis Publishing Co. Lr A presentation for space buyers 
Mergenthaler Linotype Co. ea About modern newspaper format 
United States Envelope Co. L- Lr Dramatic envelcpe selling 
Whitlock & Co. - Training for subscription agents 
RADIO 
Philco Radio & Television Co. Lr- Lr Selling points of new Philco 
R. C. A. Manufacturing Co. L- Music appreciation for dealers 
Stromberg-Carlson Tel. Mig. Co. Q- Dealer meetings 
Transitone Automobile Radio Corp. Lr How to install the Transitone 
Zenith Radio Co. L- r- Introducing the new Zenith 
RAILROADS 
Association of American Railroads L- Promoting travel interest 
Atchison, Topeka & Santa Fe R. R. r- The building of the southwest 
Chicago, Milwaukee & St. Paul R. R. Promoting travel interest 
Chicago & Northwestern R. R. L- ait Training for freight solicitors 
— Central R. R. L-- Promotes understanding of I. C. 
orfolk & Western R. R. L- History of N. & W. R. R. 
Union Pacific R. R. r- Promoting travel] interest 
REFRIGERATING INDUSTRIES 
Bohn Refrigerator Co. r Marketing the Bohn line 
a Ice Advertising Assn. - Campaign for increased ice sales 
E. P. Reed Co. va More shoe scles by better methods 
— Shoe Co. r- About workmen's safety shoes 
Lever Bros. L- Tells clerks about washobility 
Proctor & Gamble Co. (ra Tells clerks about washability 
TEXTILE 
Belding-Heminway-Corticelli Co. a Troining department store clerks 
L. C. Chase Co. i Training department store clerks 
National Rayon Weavers Assn. r- Training department store clerks 
Pepperell Mfg. Co. L- Training department store clerks 
TIRES AND RUBBER 
Atlas Tire & Supply Co. L- How to use budget plan 
Dayton Rubber Co. Lr How to promote more tire scales 
yy ey" " Rubber Co. re ip ripe ee oe = sales training 
. ‘ . ra raining for retailers 
Gates Rubber Co. L- Lr Sales advice for dealer 
B. F. Goodrich Co. - Training for tire salesmen 
a , coe wee — Co. lip rielr- p- Very diversified program 
Seiberling Rubber Co. “i Guchinne ob teinctian pookert 
\. L alities o tling produ 
a Co. r- Creating dealer enthusiasm 
Chicago Surface Lines r—- Advantages of surface transit 
Pullman Co. - Principles of Pullman service 
Railway Express Co. a Reasons for using Railway Express 



























































| bulky ... hard to handle 


| presentation material 


| elaborate 











Solving Your Problem 
with Slidefilms 











(Continued from previous page) 


Slide Films are presenting all the 
advantages of a head office conven- 
tion more frequently and efficiently, 
yet without the cost in cash and lost 
selling time. It provides opportunity 
for monthly inspirational contacts 
rather than yearly contacts. 


10. ADVERTISING AND MERCHANDIS- 
ING CAMPAIGNS—Hundreds of thous- 
ands of dollars are spent each year on 
sales and merchandising 
portfolios and kits ...a large per 
cent of which are never used .. . too 
.. . dealers 
won't take time to see . . . old stuff, 
etc. 

Today Sound-Slide Films are be- 
coming more and more popular in 
overcoming these obstacles as they 
allow your salesmen to present the 
purpose, scope, and application of 
your advertising and merchandising 
activities in an interesting, quick and 
efficient manner. They can acquaint 
your organization and dealers with 
the thinking behind the programs 

. actually show the ads and various 
in any size 
and in color without the need of 
expensive blowups. They permit 
dramatization of your program and 
clearly illustrate the most effective 


| ways of presenting these programs to 
| dealers. 


1l. PUTTING ACROSS COMPLETE LINE 
—Every manufacturer producing and 
selling more than one product is faced 
with the problem of getting their 
salesmen to present their complete 
line. It is again human nature for 
the salesmen to sell the product that 
sells the easiest for him. Many suc- 
cessful solutions of this problem have 
been made with Sound-Slide Films. 
The prospect is allowed to discover 
your line in spite of your salesman. 
Many wallflower products have stepp- 
ed into profitable stardom. 





12. 


HOUSE TO HOUSE SELLING— 
It is the experience of most manu- 
facturers in this field that the average 


house to house salesman does not 
stick to any definite plan in present- 
ing their product. As most sales are 
made in the home it is difficult for 
the salesperson to visualize the cor- 
rect procedure through verbal or 
written instructions alone. Sound- 


| Slide Films are used to portray the 





| sale step by step as it should be made 





Beets 


A cs isd 


era 





in the home. A true pattern of the 
various types of resistence encountered 
and how to overcome it are shown 
by means of actual examples. Con- 
sumer selling films are also used in 


this field which to a large degree 





overcome the shortcomings of the 
salesperson in the presentation of 
your product. 


13. YOUR INSTITUTIONAL STORY— 
Presenting the story of your com- 
pany, plant, products, manufacturing 
processes and executives is an im- 
pertant part of any sales presentation. 
However, one often hears . . . “Who 
cares about the manufacturer 
what we want to know is, what will 
the product do for us?” Quite true 

but only yesterday magazines, 
newspapers and trade papers were 
full of ads building confidence with 
plant pictures and other illustrations 
and approaches. Today it is not the 
fashion to spend your money adver- 
tising your ability, honesty, integrity, 
resources, man-power, etc., in paid 
white space. However, the desire for 
this knowledge is subconsciously in 
the minds of every buyer. 

Many manufacturers are depending 
solely upon Sound-Slide Films to 
tell this story today much to the 
chagrin of the fly-by-night, loft and 
sweatshop manufacturers. 


14. QUALITY VS. PRICE—Many suc- 
cessful Sound-Slide Films have been 
developed with this theme as a back- 
ground. In several instances this price 
bugaboo has been entirely eliminated. 


15. ONE PRODUCT—SEVERAL DIFFER- 
ENT MARKETS—Most manufacturers 
find that it is more economical for 
one salesman to cover all of these 
markets. Unfortunately, it’s just hu- 
man nature for a salesman to push 
the product in the field that is the 
easiest to sell or to the one he enjoys 
selling. Several instances have been 
called to our attention recently when 
Sound-Slide Films on each specific 
market backed by clever check-up 
systems have developed remarkable 
sales increases in neglected markets 
at a ridiculously low sales cost. 


16. IS YOUR PRODUCT OR SERVICE 
DIFFICULT TO EXPLAIN— One picture 
is worth a thousand words in the 
explanation of a difficult technical, 
mechanical or theoretical operation. 
Sound-Slide Films are making the 
difficult and the most obscure features 
clear to everyone. Publishers, ad- 
vertising agencies, and other service 
organizations are turning more and 
more to Sound-Slide Films to assist 
them in their selling. 


Another installment will be presented 
in these pages next month. 


Cate Histories of Slidefilm Users 


(Continued from page 19) 

script, art work, animating, and 
of course, handles all of the voice 
casting and recording as well as 
the making of the prints and 
shipping. 
RAILWAY EXPRESS FILMS 
* On the Wings of the Morning, 
a sound slidefilm feature, was pre- 
pared for the General Sales De- 
partment of the Railway Express 
Agency, late in 1938 to spread 
information in regard to air ex- 
press among businessmen, social 
societies, and trade and_ public 
schools. 

Each of the agency's thirteen 
district sales managers covering 
the entire United States is sup- 
plied with an Illustravox machine 
and record and film of On the 
Wings of the Morning, and em- 
ployes everywhere are asked to 
get in touch with their district 
sales manager for showings before 
civic clubs, schools, ete. The 
district sales manager arranges 
dates and routes the projector in 
his district in such a way as to 
meet the demands with the great- 
est satisfaction to everybody. 

Extensive showings were begun 
January 1, 1939. In the first four 
months, the film was exhibited 
468 times to 77,978 persons. 
DIXIE-VORTEX REPORTS 
* The Dixie-Vortex Company, 
manufacturers of the famed line 
of paper dispenser products, re- 
ports to Business ScrEEN on the 
use of their four Audivision-pro- 
duced sound slidefilms: 

“For showing the films we have 


about fifty Illustravox and Junior 
Model Salesmaker Projectors sta- 
tioned with each of our district 
managers. Each district manager 
also has a set of the four films 
and records. They carry this 
equipment with them constantly 
on their regular trips so that they 
are prepared to conduct film 
showings whenever the oppor- 
tunity occurs. In this way, dur- 
ing 1938 approximately two thou- 
sand wholesalers’ salesmen saw at 
least one of our films, and most 
of them have seen three or four 
of the series. Already this year 
approximately one thousand 
wholesalers’ salesmen have seen 
the films who had not seen any 
last vear, besides re-showings of 
the same films and new films to 
about half of those wholesalers’ 
salesmen who saw films last vear. 

“The production cost of our 
films was based on standard costs 
for producing films of this type. 
As each district manager has a 
projector and set of films and re- 
cords, there is no distribution ex- 
pense, unless the cost of holding 
the meeting where the film is 
shown could be considered a dis- 
tribution expense. However, even 
this expense arises very infre- 
quently when a film showing can- 
not be held in a wholesalers’ place 
of business, and it is necessary 
to rent a hotel room for a few 
dollars so that the salesmen may 
view the films. In still fewer 
instances a more elaborate meet- 
ing is held where refreshments 
are served which we include as 
part of the film showing expense.” 


Inexpensive light-weight slidefilm equipment has popularized consumer 
showings by door-to-door salesmen in the field. 


Webster (Racine) 











Other Leading 
Slidefilm Users 


Aluminum Cooking Utensil Co. 
American Fork and Hoe Co. 
AC Spark Plug Co. 

American Blower Co. 
American Petroleum Co. 
American Research Foundation 
American Stove Co. 

Amity Leather Products Co. 
Animal Trap Co. 

Barrett Co. 

Best Foods, Inc. 

Better Vision Institute 

Bucyrus Erie Co. 

Calvert Distillers Co. 

Carboloy Co. 

Carnation Co. 

Caterpillar Tractor Co. 
Chocolate Products Co. 

Clark Grave Vault Co. 
Consolidated Edison Co. 

Cook Laboratories, Inc. 
Coolerator Co. 

Crosley Radio Co. 

J. R. Crowder Co. 

Crown Stove Works 
Dairymen’s League Cooperative 
DeKalb Agricultural Assn. 
Ditzler Color Co. 

Thomas A. Edison, Inc. 

E. H. Edward Co. 

Finnell Systems, Inc. 

Fisher Body Co 

Fostoria Glass Co. 

Fox Furnace Co. 

Fruit Dispatch Company 

Globe American Corp. 
Globe-Union Battery Co. 
Hammermill Paper Co. 
Hastings Mig. Co. 

Hays Corp. 

Hiram Walker Co. 

Heme Economics Service 
Imperial Paper and Color Co. 
Interboro Mutual Indemnity Co. 
Jewish Charities Assn. 

S. C. Johnson Co. 

Kalamazoo Stove Co. 
Keystone Lubricating Co. 

G. R. Kinney Co. 
Laundryowners National Assn. 
Lehigh Navigation Coal Co. 
Leonard Refrigerator Co. 
Libbey-Owens-Ford Co. 

Life Magazine 

Lincoln Motors 

Link Belt Co. 

Lowe Bros. Co. 

McCray Refrigerator Co. 
McGraw-Hill Publishing Co. 
Middle West Service Corp. 

j. Miller and Son Co. 

Modine Manufacturing Co. 
Motor Wheel, Inc. 

Musebeck Shoe Co. 

National Cottonseed Producers 
National Lime Assn. 

National Paint and Chemical Co. 
Nat. Soc. Prev. Blindness 
Nehi, Inc. 

Northwestern University 

Philip R. Park Co. 
Pan-American Coffee Bur. 
Peoples Gas Light and Coke Co. 
Phillips Petroleum Co. 
Pictorial Promotions 

Prestolite Co. 

Public Service Engineering Co. 
Ramsey Autemotive Accessories 
Seagram Distillers Corp. 
Echenley Affiliates 

Sparton Radio Co. 

Spool Cotton Co. 

Stanley Tool Works, Inc. 
State Automobile Assn. of lowa 
Surface Combustion Co. 
Thermoid Rubber Co. 

Todd Company 

Toncan Culvert Manufacturers 
Tube Reducing Co. 

United Airlines 

United Cigar Stores 

United States Asbestos Co. 
Universal Milking Machine Co. 
Walker Mig. Co. 

Williamson Heater Co. 
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1D SELLIN 
| SLIDEFILMS 


A Presentation for Executives 
Who Want to Increase Profits 


Featuring this Stellar Cast 
* Years of Film Experience 
* Understanding of Business Problems 
* Scenario Technique & Showmanship 
* Superb Photography & Art Work 
*& Technically Perfect Sound Recording 


ar ? 


OF SHOWMANSHIP 


Gel : 


A Phone Call or Your Company 
Letterhead Will Bring... 


A PERSONALIZED STUDY 

OF YOUR SLIDEFILM 

OPPORTUNITIES—WITH 

NO OBLIGATION TO YOU! 
Simply Address: 


Burton Holmes 
Films, Inc. 


PRODUCERS - DISTRIBUTORS 
LABORATORY SERVICE 


7510 North Ashland Avenue 


Chicago, Illinois 
Telephone ROGers Park 5056 
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IS LIFE A SERIES OF “PLUGS” 


OR ARE THERE NEW HORIZONS? 


FROM A SCRIPT WRITER'S JOURNAL 


@ Iv is NATURAL that I believe the writer’s 
work is all-important in the creation of a 
If I were a director or a 
film editor, I suppose it would be natural for 
me to consider such work as central. But 
having functioned both as a director and as 
an editor, I am certain that the writer is the 
main: cog in the wheel. 


commercial film. 


It-is the director's function to see that the 
camera angle is properly set; and that what 
takes place within the camera frame carries 
conviction. This latter he achieves by having 
his material and performers as natural and as 
convincing as life itself. 

It is the task to organize the 
lengths of separate film strips in such a way 
that the completed film carries a cumulative 
impact. 


editor’s 


Both the director and the editor are cap- 
able of making or ruining a film; but their 
work is secondary to that of the writer’s. 
For it is his task to make the film “say 
something.” If the film says nothing, no 
amount of expert direction or editing will 
hold an audience. 

To make a film “say something” 
task. The writer must be the master of a 
specific kind of technique. He must be able, 
that is, not merely to tell a story but to tell 
a story by means of a series of conflicts. In 
other words, his story is not narrated but 
dramatized. This is a crucial point. It is a 
point that the commercial film writer has all 
too frequently neglected. He is in the habit 
of telling his story rather than fashioning 
it into a drama. But Industry is dynamic. 
Its very nature demands forceful presenta- 
tion. Narration is incapable of this. The 
dramatic pattern alone can successfully con- 
vey the Industrial surge and flow. 


is no easy 


A commercial film—granted that it is well 


directed and edited—is no better than the 
drama it has to unfold. If the writer is a 
master of the art of drama, that is, of the 


art of conflict, the film will attract attention. 
This is true whether the film is made for 
educational, selling, or good-will purposes. 
The point is simply this: it is easier to reach 
an audience through the than 
through the intellect. 


emotions 


But a story is conditioned by its interpre- 
tation. Through his handling of the actors 
or the material a director may achieve one 
sort of interpretation. Still another inter- 
pretation may be obtained by the editor in 
his use of the film strips. Both interpreta- 
tions may be at quite a variance with the 
writer’s original intent. 

The ideal situation for the commercial film 
writer is one in which he not only organizes 
his material into a dramatic story, but directs 
and edits it as well. In this way the qualities 
in the original story are not lost through mis- 
interpretation on the parts of the director 
and the editor. Of course this presupposes 
knowledge on the part of the writer of direct- 


ing and editing techniques. But there is 
little question that a film carried through 
by one person in the form of writer-director- 
editor is a much more tightly knit and or- 
ganic piece of work. 

Keerinc Up Wirn Tue Times 

It is very necessary for the commercial film 
writer to be aware of interest trends. Indeed, 
if he can keep a step ahead of them, he is 
better off. For his writing will then 
have freshness and novelty to it, and these 
are elements indispensable to good writing. 
Unfortunately, however, the commercial film 
writer has in the main so far neglected con- 
temporary interest trends. This is most evi- 
dent in the slavish fashion in which he imi- 
tates Hollywood patterns. The commercial 
film writer is in a position to give lessons to 
Hollywood. To do so, though, he must first 
recognize what is happening in the world and 
his place in it. 

Present day trends are unmistakably to- 
ward reality. The world of make-believe and 
romance is fast disappearing, though Holly- 
wood may not know it. Today more than 
ever before people are interested in what is 
going on around them. They want to know 
all about the scientific, fast moving world in 
which they live. They want to know why 
the world is in turmoil, how it got that way, 
where it is going. Living in an age of rapid 
transitions, they want to see 
as they actually occur. 

That this is true is apparent from their 
interests. What are people reading? Book titles 
reveal that sales in books dealing with science, 
sociology and history double and triple those 
dealing with fiction. Among magazines 
with the greatest circulation are Life, Look, 
Pic—those showing pictures of contemporary 
happenings. In the theatre a new form has 
emerged—the Living Newspaper. This is 
nothing more than a dramatization of actual 
events now holding the public eye. In the 
world of films this concern with reality re- 
veals itself in such “real life” forms as The 
March of Time. 

Wherever we look we see man turning now 
as never before to examine the life around 
him. It is not purely by chance that we 
have World Fairs at either side of our vast 
continent. 

Tue Heart Or Tue Nation 

With interest trends definitely pointed to- 
ward reality, toward life itself, the commercial 
film writer should find himself doing some of 
the most exciting film writing of the day. 
For Industry does not exist in a vacuum. 
Rather it is the very warp and woof of mod- 
ern life. The nation has grown and developed 
as its industries have grown and developed. 
Industrial America is America. The story of 
coal, of steel, of aviation, of power, of news- 
papers, of lumber, of the railroads—of all the 
multifarious industries that make up this 
vast country is the story of modern life itself. 


even 


the processes 














Industry is not an abstract thing. It depends 
for its existence on the men and women who 
make the wheels go round. These people in 
turn depend upon it for their livelihood. Both 
form a living entity. This entity is the 
heart of America. There is not a part of it 
that offer the commercial film 
writer a rich store of material. 


does not 


GOVERNMENT Fitm TRENDS 


Both Industry and government face the 
same film problems: to sell themselves 
through it to the people. Of the two, govern- 
ment has much the harder task. It is not 
merely that it is more in the public eye. Its 
funds for such purposes are definitely less 
than those available to private industry. Nor 
are its technicians more competent. But 
government films—or film writers—have re- 
cognized what commercial films so far have 
missed: interest trends. 

A few years ago the government film de- 
partment was making the kinds of films 
usually found in the commercial film field 
today. These would deal with material as 
though it existed in and for itself. There 
was no apparent relationship between it and 
everyday life. With The Plough That Broke 
The Plains and The River there is a decided 
difference. Both of these films recognize that 
today man is primarily interested in the real 
world in which he lives. So these films deal 
with important, basic problems of contem- 
porary life. And they do so realistically. 
Yet they 


They are not fiction nor romance. 
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OUR next film production will be as good as a 
competent producer and perfect projection can 
make it 


story, the problem of telling the story to a multi- 


are good dramas, capable of fascinating an 
audience. And this is the final test of all 
films. 

With the resources at its disposal the com- 
mercial film should today be not only in ad- 
vance of government films but also in advance 
of Hollywood films, which are hemmed in by 
a tradition of hokum that has given them 
box-office sickness almost continuously these 
past few years. 

Tue Srory’s Tue THinc 

The trend toward Hollywood in the com- 
mercial film reveals a basic story weakness. 
No commercial writer should fear the use of 
workers in place of high priced actors for 
his performers. If he does, he overlooks the 
strength of a well written story. Place any 
Hollywood actor in the roles performed by a 
Paul Muni or a Spencer Tracy and you would 
get a fairly adequate performance. But place 
even a Muni or a Tracy in most typical 
Hollywood roles and you would get a weak 
performance. A good story is basic. 

With a good story the employees of an in- 
dustry would be definitely an asset as talent. 
Their very naturalness gives them warmth 
and appeal seldom captured by the _ profes- 
sional actor. They are more likely to produce 
moments of unconscious humor. If the Eng- 
lish Documentary films have taught us any- 
thing, it is that with the proper 
most workers are natural actors. 


handling 


Of course certain films must of necessity 


use professionally trained actors. A_ story 


that stresses character actions must use per 
sons capable of revealing the inner emotional 
states that produce dramatic effects. In such 
instances it would be wiser for the commer 
cial film producer to secure competent actors. 
Where Industry's greatest strength lies the 
commercial film writer has failed to tread. 
The commercial film should spring out of and 
deal with Industry itself. There is not a 
phase of Industry in this country that doesn’t 
have a infinite number of stories to tell about 
itself. These stories have nothing to do with 
Hollywood and its slick technique. They are 
stories that have as performers the workers 
themselves, the people who make the wheels 
go round. They are stories that fit in with and 
have an infinite number of stories to tell about 
current interest trends. They are 
that open up to observation the wheels that 
make America the Industrial giant 
it is to the people who want to know more 
about the inside workings of this giant. 
Entertainment has 


stories 


modern 


many forms. Today 
the most gratifying form of entertainment 
has a realistic base. 

film writer 
today in an enviable position. 


The commercial finds himself 
Trends indi- 
cate that the people are interested in pre- 
cisely the material he has at his disposal. 
Vistas open before him in the experimental 
field. If the American film is to reach a new 
and higher level of development, it lies within 
the scope of the commercial film writer to 
hasten its fruition. 


—T. C. ROBINSON 
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After assuring yourself of a suitable film 
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WRITE FOR THIS FREE BOOKLET: 


GLORIFY YOUR PRODUCT . 
booklet on industrial films. Reveals how aggressive 
business firms are definitely increasing their sales 
through the medium of talking motion pictures. 
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NEW YORK 


THE De VRY “INTERPRETER” 16 MM, 
SOUND MOTION PICTURE PROJECTOR 
Incorporates Exclusive DeVry Features 

That Assure Non-Stop Performance 
1 AUTOMATIC 
AL EXCITER LAMPS 
SYNCHROMATIC THREADING 
. dual sound stabilizer for unsur 
passed sound and filmglide mechanism to 
prolong film life. 
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Specify 


SLIDEFILM 
PROJECTORS 


QUALITY EQUIPMENT WITH 
TIME-PROVED ADVANTAGES 


You want clear pictures. You want your captions sharp, 
and easy to read. You want accurate colors. SVE Slidefilm 
Projectors give you all of these. They also have important 
safety features. A patented heat-absorbing filter reduces 
heat at the aperture to the minimum. A special releasing 
mechanism moves the rear aperture glass back automati- 
cally when the film is turned from one frame to the next. 
SVE Projectors are made in many styles, including the 
popular Tri-Purpose unit which shows 2” x 2” glass slides 
as well as single and double frame film strips. For perfect 
showings and full protection of your film, specify SVE Pro- 
jectors in your sound units. SVE Projectors are sold by all 
leading producer-dealers and form an important part of 
all leading sound slidefilm apparatus. 


Write for “How To Show It**! 


Send today for descriptive literature on SVE Slidefilm 
Projectors and the many ways in which they are being 


used in industry. | 


SOCIETY FOR VISUAL €DUCATION. inc 


100 €AST OHIO STREET CHICAGO - ILLINOIS 
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use of strip and sheet steel and 
tin plate, including sequences in 
color, and a four-reel film of the 
manufacture and use of wire rope 
and strand, will be provided in 
both 35-millimeter and 16-milli- 
meter width for controlled circu- 
lation to technical societies, engi- 
neering groups and other interest- 
ed audiences throughout the 
country. 

Among others in a round dozen 
of new pictures completed are 
four single-reel subjects for du- 
Pont “Zerone” made in coopera- 
tion with Batten, Barton, Durs- 
tine & Osborn; the highly tech- 
nical film Coramine, for Ciba 
Pharmaceutical Products, Inc., 
and the medical _ profession; 
Mr. X Finds a New Voice, 
for American Telephone & Tele- 
graph Co.; Life Begins Again, a 
dramatic film for the Western 
Electric Co., also a new vacuum- 
tube film for Western Electric; a 
new film in Technicolor for 
Alexander Smith & Sons Carpet 
Co.; a satirical sales film for The 
New Yorker Magazine, and a new 
series of Televisuals, registered 
as a trade-name to describe a new 
type of commercial films to be 
used for television 
through leading department 
stores. 


purposes 


Republic film in third year 


* Over the past three years one 
of the most popular industrial 
sound motion pictures has been 
Republic Steel Corporation’s four 
reel film entitled Enduro, the 
Magic Metal of Ten Thousand 
Uses. 

The film is considered to be 
an excellent, authoritative and 
interesting story of the develop- 
ment and use of stainless steel 
alloys. The subject is unfolded 
in three sections—(1) the manu- 
facture, (2) fabrication, including 
sections on welding, soldering, 
brazing, polishing, drawing, forg- 
ing, iorming, grinding, machining, 
riviting, rolling and spinning; (5) 
applications in leading industries 
featuring sequences on Aviation, 
Brewing, Distilling, Building, 
Canning, Chemical, Food, Hospi- 
tal, Hotel, Club, Restaurant, 
Ice Cream, Foundry, Marine, 
Meat, Medical, Milk, Refrigera- 
tion, Sheet Metal, Textile and re- 
lated groups. 

Running time of this picture is 
45 minutes. To arrange for show- 
ings write to the Sales Develop- 


ment and Coordination Division, 
Republic Steel Corporation, Re- 
public Building, Cleveland, Ohio. 


Castle produces for Lily Mills 
(pictures on page nine) 

* Eacu year Castle Films’ Com- 
mercial Department distributes 
seven or eight films which it has 
produced for clients who are aim- 
ing at school distribution. The 
Castle organization lists thou- 
sands of schools owning projec- 
tion equipment and these are 
solicited by direct mail several 
times each year. No other dis- 
tribution agencies are used. 
Through this arrangement the 
client knows in advance by at 
least two weeks where showings 
will be made and in some cases 
can arrange for a representative 
to back up the film showing with 
a talk or distribution of samples. 
The client also receives reports 
on attendance from the school 
through the Castle organization. 


A recent example of the way 
this system operates is the film 
produced for Lily Mills Co., 
makers of sewing thread, who 
wanted a film to be shown to 
Home Economics classes and Par- 
ent Teacher Associations in 
schools throughout the nation. 
Castle produced the film and re- 
leased it early in October; solici- 
tations for bookings were made 
at the same time. Each day Lily 
receives notices of advance book- 
ings and arranges for samples of 
their thread and promotional lit- 
erature to be distributed with 
each showing. 


IPI’s “Keeping in Touch” 


@ Tue First movie on a Graphic 
Arts subject to be produced in 
sound and in color was released 
last month by International 
Printing Ink for premiere show- 
ings at the national conventions 
of the Printing House Craftsmen 
and the United Typothethae of 
America. 


This film Keeping in Touch, 
shows the role of printing ink as 
a factor in modern life. It. in- 
dicates the necessity for ink 
maker and printer alike to keep 
in touch with research which is 
creating developments that are 
revolutionizing the Graphic Arts. 


Keeping in Touch shows how 
ink manufacturing has become a 
highly complex and _ specialized 
business. The introduction of re- 
search has brought hundreds of 
new materials to this field along 
with modern equipment and new 
production techniques. 


























re 








PREVUE NOTES on Recent Releases 


* West Coast Sound Studios, Inc., 
New York City, has produced in 
collaboration with William Esty 
& Company, Camel Agency, a 
series of motion picture adver- 
tising shorts in Technicolor. Each 
production features an athletic 
star. Included in the current list 
of releases are Dorothy Lewis, 
champion figure skater; Ted 
Allen, horseshoe pitcher; Pete 
Desjardins, Olympic fancy diving 
star; and Bernard Grimes, table 
tennis celebrity. Graham Me- 
Namee the narration. 
These films are being shown in 
motion picture theatres through- 
out the country beginning the 
week of November 1. They rep- 
resent the first large scale movie 


voiced 


campaign for a cigarette. The 
entertainment feature of the 


shorts has been dramatically tied 
in with Camels’ current advertis- 
ing running in magazines, news- 
papers, radio and outdoor on the 
five extra smokes per pack theme. 


Esso Film in Color 


A new Esso (Standard Oil of 
New moving picture, 
Friction Fighters, has been com- 
pleted and will be shown to Esso 
Dealers starting this month. 
Produced on Kodachrome 16 mm. 
film with synchronous sound, it 
is the first Esso Marketers full- 
color motion picture. 

Friction Fighters tells the story 
of the years of scientific research 
leading to the discovery of Esso 
Motor Oil. It is designed to ex- 
plain how and why various motor 
oils of the same SAE grade differ 
and why some oils give better 
performance than others. 

The presentation of the infor- 
mation in Friction Fighters is so 
carefully and skilfully done that 
the new picture is as interesting 
as Safari on Wheels. 


Jersey) 


Something rather out of the 
ordinary among industrial films 
is forecast for this winter’s show- 
ings by International Harvester 
dealers when that organization 
will present, among other program 
features, a two-reel comedy called 
Helpful Henry produced by 
Dowling and Brownell in Holly- 
wood. 

That the short comedy has 
lohg been staple fare in regular 
motion picture theatres is well 
known throughout the trade, but 
it is said that this current indus- 
trial film is among the few out- 
and-out comedies to be issued, 
with a very minimum of adver- 
tising displayed in the picture by 
its sponsor. 

As a matter of fact, in this 
dialogue comedy, enacted by a 
Hollywood cast, there is no men- 
tion of the company or its prod- 
ucts, and only such items of 
equipment have been shown as 
happen to fit logically as atmos- 
phere in a few scenes of the 
twenty-minute picture. 

The comedy, centering around 
the exploits of a city chap who 
visits on the farm, features 
Dennis Moore, Pauline Haddon, 
Ben Alexander, Henry Rocque- 
more, James Kelso, and Martin 
Sais, aided by such barnyard at- 
mosphere as squealing pigs, 
chickens, goats, mules and other 
farm animals. The picture was 
directed by William Watson, for- 
mer Christie Comedy ace director. 

This release is scheduled as part 
of the annual power-farming 
entertainments which are staged 
by International Harvester deal- 
ers throughout the country main- 
ly during the winter months, and 
for general non-theatrical show- 
ings, along with other company 
films which are more directly edu- 
cational in their appeal. 





* For some months BustNess 
ScrEEN editors have discussed 
the feasibility of a first annual 
trade show for the 
cial film industry. The need 
for such an exposition now 
appears to be best answered 
by a program which would 
combine educational demon- 
strations of all types of visual 
media with semi-technical ex- 
hibits of equipment. 


commer- 





Why Not an Educational Trade Show? 


Such a show would be en- 
thusiastically received by edu- 
cators as well as business users 
of the film medium. Special 
panels of film discussions would 
be arranged for each field and 
if such an exhibition could be 
made sufficiently portable, it 
might be sent into every edu- 
cational center in the country 
reaching into larger audiences 
with a minimum of expense. 




















ALWAYS FIRST to 


ACHIEVE THESE MAJOR 
16MM ADVANCEMENTS 


Moose 40C, designed particularly for industrial 


and sales work, combines the greatest economy, 
easiest portability, finest sound and picture clarity, 
and trouble-free operation ever produced in 16MM 
Sound Motion Picture Equipment. 

This one projector serves both conference table or 
large auditorium requirements 


and Sound Films. 


as well as both Silent 
And only VICTOR has absolute 
Film-Protection, and many other advanced features. 
Model 40C complete, ready to operate priced at 
$275.00. Write today for the new VICTOR Catalog 


and latest business applications. 


VICTOR 
ANIMATOGRAPH 
CORPORATION 
DAVENPORT, IOWA 


THROUGHOUT WORLD 





DEPT. E-1, 


DISTRIBUTORS 


THE 


MATCHED 
ATTACHMENTS 


me 


TURNTABLE 
A Record Turntable to en- 
hance your sound or silent 
pictures with entertaining 
music either before, or dur- 





ing your show. Plug in ar- 
rangement. 
MICROPHONE 


A Public Address 
System by plugging 
in a microphone for 
announcements, 
lectures, outside 
entertainments, etc. 
Other VICTOR 
Matched Equipment in- 
cludes plug-ins of multiple 
speakers, amplifiers, radio 
and recording units. 

















Let's 
SELL 


with a 
SMILE! 


A belly laugh never hurt anybody— 
and a motion picture which has some 
good clean fun will entertain—AND 
SELL. 


So let's give a thought to making 
more industrial films which are good 
human comedies — not overburdened 
by pickle-puss remarks. 


And let's have them made by Dowl- 
ing and Brownell, out in Hollywood. 
who are specialists in the real class 
pictures of the business world. 


DOWLING and BROWNELL 


6625 Romaine Street Hollywood, California 











C/NECOLOR 


Right now CINECOLOR can deliver 16 mm reduction 


prints from 35 mm negative that have not been 


equalled by any other color processor. 


This is what CINECOLOR offers in 16 mm prints: 


1. Sound as good as black and white—the supreme 
achievement in making a 16 mm color print or reduction. 
Same volume, same clarity, same at high frequencies as 
black and white. Fader set at same level. 


2. Quality same as standard CINECOLOR. 


3. Uniformity of prints guaranteed—only CINECOLOR’S 
exclusive patented process makes this guarantee possible. 


4. Prints of this quality never before offered at our price. 


> 4 
C/NECOZLOR is twe Best Buy in coLoR 


2800 SOUTH OLIVE AVENUE BURBANK, CALIFORNIA 
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viewed it, mostly women and 
school children and there is no 
sign of abating interest, as all 
available prints are booked solid- 
ly now for 6 months in advance. 

Has the “100 per cent reader- 
ship” quality which is claimed 
for motion pictures as an adver- 
tising medium manifested itself 
in actual results produced up to 
date? Read a few quotations 
from the thousands of letters re- 
ceived from exhibitors: 

“Your film Magic Caves was 
well appreciated by the High 
School classes that saw it—about 
225 in number. The night pre- 
vious the teachers were at the 
house for a preview of the film 
and I asked in several grocery 
store owners to see it as I thought 
that they would be interested; 
and all expressed their apprecia- 
tion for such a film. One of them 
put out a special display the next 
day on Roquefort Association. 
The teacher in Domestic Science 
had the students prepare several 
of the suggested ways of serving 
Roquefort Cheese.” 

“Magic Caves was received by 
our student body with great in- 
terest and enthusiasm. A check 
was made to ascertain observa- 
tion points which resulted in two 
outstanding features, the _ first 
was the shepherd’s call, and 
second the processing of the 
Roquefort.” 

“The men comprising our audi- 
ence enjoyed this film very much. 
The story of the manufacturing 
process was well worked out, the 
scenic views were well selected, 
and the narration was above 
average for industrial films. About 
100 members of this organization 
saw the picture, which was shown 
last night.” 

* * * 

Considering the relatively small 
amount of money spent in pro- 
ducing and distributing this film, 
I doubt if I ever have witnessed 
a more specifically profitable use 
of advertising dollars. 

Motion picture advertising, of 
course, embraces a wide variety 
of films. Theatre distribution can 
be effectively purchased today for 
shorter subjects (generally one to 
three minutes) on a basis approx- 
imating newspaper advertising in 
size of circulation and cost—but 
again with the advantage of buy- 
ing 100 per cent readership. as 
opposed to the usual 1 per cent 
to 75 per cent readershiv which 
newspaper advertising affords. 


READERSHIP 


Oruer AupIENCE LETTERS AND 
CoMMENT On “Macic Caves” 
@e “Your film Magic Caves was 
greeted with a lot of enthusiasm 
and I am sure that all the mem- 
bers who were here felt that their 
time was well spent. There were 
approximately 75 persons in the 
audience which saw the film.” 
@ “TI should like to have about 
dozen of the brochures to supply 
each reading room or camp li- 
brary of the camps that I served 
to whom the picture was shown 
for further investigation and to 
provide opportunity for further 
study to those students in our 
camps particularly interested in 
the subject. The film was shown, 
together with a lecture, to 1400 
CCC enrollees of junior—or 18 
to 23 years—age and to 200 
Veteran enrollees of World War 
service age. The reception of 
the picture everywhere was most 
pleasing and a number of com- 
ments were made regarding their 
delight in having seen the film.” 
@ “We had two showings of the 
film Magic Caves. The first was 
to our two hundred elementary 
and junior high school children; 
the second to a PTA group of 
about 75 people. The film was 
very well received. Personally, 
I was much interested for the 
procedure in manufacturing was 
quite a revelation to me.” 

e@ “After the showing there was 
quite a little discussion of the 
picture and many of the children 
spoke about eating the cheese and 
many expressed a desire to have 
their mothers purchase some so 
they could try it. These pictures 
do make a vivid impression and 
I feel sure that several mothers 
had to add Roquefort cheese to 
their grocery list.” 

“The little booklets make excel- 
lent souvenirs as a reminder of 
the film to which 52 students 
gave their undivided attention— 
as proved by the lively discussion 
which followed.” 

“T doubt if any phase of our cur- 
riculum did not profit from the 
experience of seeing the film.” 

















@ Business ScrEEN editors who 
viewed a Cinecolor print of Hills 
Brothers (coffee) sound movie, 
Behind the Cup, in a recent Mid- 
western showing were struck by 
the vast improvement made in 
this color process in_ recent 
months. The severest critic at 
our Midwestern premiere was the 
veteran projectionist behind the 
Simplexes. His enthusiasm after 
a million-odd feet of sundry color 
screenings was shared by a small 
group of grocery concern execs 
who attended. We haven't seen 
a print from the new 4,300 copies 
order of the Jam Handy-produced 
Chevrolet dealer slidefilm but this 
certainly seems to set a new all- 
time record for color slidefilm 
prints. 


Our World Fair Surveys 


* In the interest of accuracy, the 
World’s Fair who 
compiled statistics on projector 
operation at New York and San 
Francisco ask this department to 
inform all comers that the figures 
have verified by nearly 
every concern whose equipment 
was represented. To the excep- 
tional few who contested our 
figures because of more or less 
representation than they thought 
they actually had we can safely 
say that every firm was asked to 
check the figures before publica- 
tion and 


researchers 


been 


in nearly every case 
Business Screen’s survey was far 
more accurate and complete than 
their own records. This is largely 
because products were sold to ex- 
hibitors through various dealers 
and used out of the exhibitors’ 
own stock which would make it 
practically impossible for the 
screen or projector manufacturer 
to know about the installation. 


Heard in the field 


* Minneapolis Moline has been 
added to the list of DeVry sound 
motion picture equipment users 
... Altee is servicing the Ampro- 
built Wilding equipments 
Mills Novelty Company have a 
new continuous sound projector 
unit that works like a charm and 
has so far stood up against some 
pretty stiff testing. Continuous 
sound projection equipment needs 
to be backed up by national 
servicing ... then it will be prac- 
tical for all comers in the depart- 
ment store and general exhibit 
fields. Manufacturers in every 
field today know that their worst 
competitor is generally their own 
product and policies . . . not the 
other fellow. His success means 
that the product is selling and if 


I 


yours is any good it ought to be 
selling equally well . .. and if 
your marketing and merchandis- 
ing is working . maybe better! 
In the projector field we don’t 
need a spirit of rivalry except to 
foster perfection of the product 

. What we need most is a reali- 
zation of the great and basic sell- 
ing job to be done in awakening 
a national enthusiasm for the 
medium itself. The educational 
field is another shining example 
of somnambulence (sleep-walking 
to you)! 

In the business field everybody 
insists on selling the executives 
already thoroughly sold on the 
medium getting to 
the big groups who need the films 
others would supply if the equip- 


how about 


ment deadlock were broken? 
Same thing in education . . . no- 


body makes the wide range of 
film subjects still needed because 


there aren’t enough projector- 
owning customers so there 
aren't enough projector-owners 


simply because the enthusiasm 


TECHNICAL, 


PROJECTION & PRODUCTION NEWS & COMMENT 


Let's 


besides 


and the films don’t exist. 
do something about it 
chiseling on competition. 


Kodak’s new Washington plant 


* A completely equipped develop- 
ing plant for colored moving pic- 
ture films is being installed in the 
Washington, D.C., branch, East- 
man Kodak Company officials re- 
vealed this month to facilitate 
service to various governmental 
bureaus. 

Heretofore such films had to be 
mailed to the Kodak Park plant 
for processing. Intricate ma- 
chinery is required. 

This brings to five the number 
of such stations operated by the 
company. Others are located at 
Chicago, San Francisco, Holly- 
wood and Rochester. 

Washington sources also re- 
vealed that Kodak research de- 
partments are assisting the Civil 
Aeronautics Authority in develop- 
ing a special moving picture cam- 
era. It will be used in efforts to 
increase flying safety. 





* Rapidly expanding _ technical 
facilities of The Berndt-Maurer 
Corp. have been increased by the 
addition to the staff of R. Fawn 
Mitchell, who has been installed 
as Manager of Film 
Laboratories. (Precision is a 
subsidiary of The Berndt-Maurer 
Corporation.) 

In his new 


Precision 


capacity he will 
bring to the present and prospec- 
tive clients of the laboratory the 
benefit of his wide technical ex- 
Previously, Mitchell 
was Manager of Andre Debrie 
Inc. of N. Y. for two years and 
of the technical service of Bell & 
Howell in Chicago. 


perience. 


New Public Address System 


@ Tue Ampro Corporation has 
announced a flexible Tri-purPos! 
Pusiic Appress System which in 
addition to operating with micro- 
phones and phonographs can be 
used as a powerful auxiliary am- 
plifier with Ampro’s low-priced 
classroom model projectors for 

(Please turn to next page) 


The new Ampro tri-purpose public address system operates with microphones and phonographs and can also’ be used 
as an auxiliary amplifier to serve large audiences with standard Amproscund projectors. 
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ICTUREPHON 


radically new departure in sound slidefilm projection 


equipment—a different principle of design 


The Picturephone type of flat construc- 
tion gives even distribution of sound in 
the junior models. Case is completely 
enclosed—no outside doors, grills, or 
fittings that can admit dirt or moisture. 
The Picturephone built-in screen and 
shadow-box make possible a good pic- 
ture in an undarkened room. 
capacity for 


Carrying 
eight records and films. 
Records are protected against warping 
and breaking. 5S. V. E. Projectors assure 


the utmost in illumination. Projector is 


Ll 


Made in five sizes—a size 
for every purpose—by 


0. J. McCLURE 
TALKING PICTURES 


1115 West Washington Blvd., Chicago 


located on operator's side of case, where 


it is most convenient. Fourteen other 


advantages. 

* 
MODEL A PICTUREPHONE is for the 
largest sound slide film audiences. 


Twelve-inch speaker—300-watt S. V. E. 
projector with automatic re-wind. Can 


be used as public address system. Plays 
records at 78 and 33 1/3 r. p. m. Out- 
lets for two speakers. 









Telephone 
CANal 4914 

















3 daily flights 


between 


(CHICAGO ... 
# \EW ORLEANS 


Both Directions 
Via SPRINGFIELD-ST. LOUIS-MEMPIIIS-JACKSON 


6 hours 383 minutes 


%°414.60 One Way 


Save 10% on Round Trip 


CHICAGO & SOUTHERN 
Ain Lines 


“The Valley Level Route”’ 


SAVE TIME 
and MONEY 
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(Continued from previous pages) 
audiences up to 10,000 and over. 

A complete versatile public 
address system, this new Ampro 
public address system is precision 
built and is typical of Ampro’s 
excellent quality in design, con- 
struction, and performance. It 
includes every convenience and 
feature desirable in a public ad- 
dress system and in addition, can 
be used in conjunction with 
Amprosound projectors where ex- 
tremely large volumes are desir- 
able. It can be used as a complete 
public address system with two 
individually controlled micro- 
phones and two phonographs 
operated by a volume fader con- 
trol which permits 
fading from one phonograph to 
another. 

It delivers an undistorted out- 
put of 55 watts with less than 
5% total harmonic distortion and 
a maximum usable output of 85 
watts. This volume is more 
than sufficient for large auditor- 
iums and stadiums seating up to 
10,000 The 
tone quality is amazingly rich at 
all levels of operation. Out- 
put impedance taps permit the 
addition of up to eight speakers. 
A 500 ohm output is provided 
for use with loud speaker cables 
to avoid line losses. 


persons and over. 


A powerful auxiliary amplifier 
for use with any Amprosound 
projector is particularly suitable 
for the low-priced Amprosound 
classroom and industrial models 
“X” and “Y”. No alterations 
are required to attach one or two 
standard Ampro projectors to this 
remarkable new auxiliary ampli- 
fier which will boost the volume 
output to 55 watts with unusual 
clarity of sound reproduction. 
An additional change-over relay 
is available for automatic fading 
from one projector to the other. 


New All-American Camera Out 
*A revolutionary new principle 
in picture taking is embodied in 
the new All-American Vokar 
camera announced by Electronic 
Products Manufacturing Corpor- 
ation of Ann Arbor, Michigan. 
Proper exposure is assured by 
a clever new device to be known 
as “Variocoupled Control” which 
automatically sets diaphragm in 
proper relation to shutter speed 
for varying light conditions. 
Standard No. 120 roll film pro- 
vides 12 exposures of 244 x 24 
inch negative size—ample for al- 
bum and record use _ without 
enlarging. Finely ground and 
polished Triple Anistigmat color- 
corrected lenses will be used, with 


automatic — 


graduated focusing from 31% feet 
to infinity. Shutters will be of 
proven and dependable compur 
type with lever release and cable 
adaptor. Popular prices begin at 
$15.00 and up. 





ALEXANDER FILM 
COMPANY BUYS TAD 

SCREEN ADVERTISING 
* Announcement was made last 
month to the editors of Business 
Sereen by J. Don Alexander, 
president of the Alexander Film 
Co., of the purchase of principal 
assets of Tad Screen Advertising, 
Inc., of Dallas, Texas. Prior to 
the purchase, Alexander had 
handled most of all theatre screen 
film advertising production and 
distribution. Tad was Alexan- 
der’s largest competitor. 

Tap has disposed of its prin- 
cipal assets to Alexander, and 
Alexander will carry on Tap’s 
business. The assets consist of 
some $300,000 in business on 
Tav’s books, with thousands 
of customers which require about 
1,500 film shipments a_ week. 
Tap will remain incorporated to 
assist in the completion by Alex- 
ander of existing theatre and ad- 
vertising contracts. 

Also included is the assignment 
of all Tan’s theatre screening 
agreements—some 1,500 in seven 
states. All of the activities of 
Tap will be merged with those 
of the Alexander Film Co. 

Tap’s_ business, assigned to 
Alexander, will be continued from 
Alexander’s main headquarters in 
Colorado Springs, as well as Alex- 
ander’s branch offices in New 
York City, Chicago, San Fran- 
cisco, Dallas and Atlanta. 

The Alexander Company this 
year is more than 
10,000 clients and has _ nearly 
8,000 theatres under agreement 
for the display of its short-length 
commercials, as well as 2,000 
screens in 31 oversea countries. 


servicing 


New Baltimore Sound Film 
Sponsored by Tourist Bureau 


® Stark FILMS of Baltimore have 
started on a sound and color Mo- 
tion Picture of Baltimore 

The film, which will be one-reel 
in length, will take at least six 
months to produce and will in- 
clude highlights of Baltimore’s 
historic, educational and indus- 
trial advantages. It is sponsored 
by the Tourist Development 
Bureau of the Baltimore Asso- 
ciation of Commerce and distri- 
bution will be free to any inter- 
ested group of 25° or 
throughout the world. 


more 











THE PROBLEM OF PROJECTION SERVICE 


(from the article by George H. Cole, 


* After months of close observa- 
tion and continual check-ups, it 
was found that where the Indus- 
trialist contracted with a reput- 
able and experienced motion pic- 
ture service organization, he insur- 
ed himself one hundred per cent 
results and returns on his initial 
picture production investment. 
His time off the screen due to 
film or equipment trouble can 
be counted in hours, whereas 
those Industrialists who would 
not, or did not avail themselves 
of this service add their time of 
non- productive operation by 
number of days. To this non- 
productive idleness of money in- 
vested in equipment and the in- 
itial picture production must be 
added the cost of equipment 
parts, replacing damaged parts 
that became in-operative due to 
inexperienced handling and op- 
eration. On top of which must 
go the cost of many additional 
prints that had to be purchased, 
but would not have been neces- 
sary had the whole program been 
turned over to an experienced 
picture service organization. 

To this additional costliness 
of not having equipment and 
films properly maintained, can be 
added the loss of prestige and 
consumer interest. To this must 
also be added the consumer’s 
disappointment in not getting 
something promised him as in- 
dicated by the motion picture 
set-up, which in turn reacts upon 
him psychologically insofar that 
if the firm can’t live up to one 
tentative promise they most cer- 
tainly can’t live up to the others. 


THEATRE QuaLity A NECESSITY 


People as a whole are so sound 
conscious, and motion picture ed- 
ucated, that if an Industrialist’s 
show is not comparable to that 
given in a theatre, he alone suf- 
fers. Not only by loss of pres- 
tige, but also monetary loss in 
that his whole motion picture 
program investment will not pro- 
duce results. This is a fact, not 
only insofar as continuous or au- 
tomatic projection is concerned, 
but applies also, with greater 
weight where straight or manual 
projection and sound reproduc- 
tion is used to educate thru en- 


tertainment, a seated audience. 
Straight or manual projection 


should only be handled by and 
through an organization special- 


continued from last issue) 
izing in thoroughly trained pro- 


jectionists as well as having 
available for the Industrialist’s 
use a staff of expert engineers 
and technicians. 


PROJECTION SERVICE REAL 
Economy 

The Industrialists who used 
their service in putting over their 
motion picture program at the 
World’s Fair know from actual 
experience that it is far cheaper 
to use this service, than gamble 


on their own employees who 
know practically nothing about 
motion picture projection, or 


others who know less. 

It therefore behooves all In- 
dustrialists contemplating motion 
pictures in their sales programs, 
to ponder well the hows and whys 
of the picture’s ultimate presen- 
tation and showing to their con- 
suming audience. Yes, even be- 
fore the writing and okaying of 
their script. 





SoutHerN Avuprio-VisuaL MeEer- 

1nG Hetp For Tuirp YEAR 
* For the third successive year, 
the Southern Conference on 
Audio-Visual Education held its 
regular fall meeting at the Bilt- 
more Hotel in Atlanta, Thursday, 
Friday and Saturday 
16, 17 and 18. 

The rich and varied program 
included a number of prominent 
leaders in the field of Audio- 
Visual Education throughout the 
nation who participated in the 
discussion of vital topics during 
the Conference. Open forums, 
round-table and panel discussions 
were other prominent features. 
Interesting and attractive exhi- 
bits of motion picture, radio, 
sound recording, and television 
were displayed. 


, November 


Klein joins Ganz organization 
* Hersert Ktwer, formerly in 
charge of contact for the com- 
mercial film department of Pathe 
News, has joined William J. Ganz 
Company, producers and distri- 
butors of commercial films, as 
account executive. 


W.. Halsey Johnson to New York 

W. Halsey Johnson, sound 
slidefilm supervisor in charge of 
Detroit production for the Jam 
Handy Organization has been ap- 
pointed creative contact execu- 
tive in the New York production 
unit of the company. 





SELECTED GUARANTEED 


CIRCULATION 


ac 


2.000.000 


Consumers in selected audiences 
at a cost of $1.00 or less per 
exhibition. 


1.000 


Of our local Y.M.C.A.’s give us 
unequalled national coverage for 
obtaining the most desirable au- 
diences. 


3.000 


Exhibitors 
schools, 


clubs, churches, high 
colleges, industries, and 
community groups owning their 
own 16mm sound equipment are 
now looking to us for their film 
programs. 


Armour & Company 

Bakelite Corporation 

Crane Company 

The Firestone Tire & 
Rubber Co. 

The B. F. ¢ 


,oodrich Co. 


NEW YORK 
347 Madison Avenue 


The Great Atlantic & 
Pacific Tea 

General Foods Sales Co. 
Incorporated 

General Motors Corp. 

Greyhound Lines 

Metropolitan Life Ins. Co. Weyerhaeuser Sales Co. 





* Selected Bookings 
According to your needs 
available. ) 


(Analysis 


*% Advance Notice-Reports 
You will be notified of exhibitions 
arranged for your picture, in suffici- 
ent time to permit your local dealer, 
representative or salesman, to contact 
our exhibitor and to set up such ac- 
tivities as will be mutually beneficial. 
Detailed, accurate monthly reports. 


* Special Promotion 
A special “Exhibitors Bulletin” fea 
turing your film, prepared and mailed 
to special lists. 
Announcements of release of YOUR 
film in desirable publications. 
50,000 copies of our catalog, “Se- 
lected Motion Pictures,” mailed 
annually. 


Cooperative sponsors using our Services (Partial List) 


National Carbon Co. 
Roquefort Association 
* Standard Oil Company of 
New Jersey 
Western Electric Co. 


Detailed Information on Request 


MOTION PICTURE BUREAU 


DIVISION OF NATIONAL COUNCIL Y. M. €. A. 
CHICAGO 
19 S. LaSalle Street 


SAN FRANCISCO 
351 Turk Street 
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The Kentucky Derby 
ever seen it? 


have you 
And then gone to 
Loew's Louisville Theatre in the 
It is one of the show places 
“LOEW'S 
ARTISTS” is a 
Louisville’s progress. 
Built in 1927 at a cost of 
$2,000,000, it 


evening? 
of that renowned city. 
AND UNITED 
tribute to 
about 
seats 3000 people. 
Completely air conditioned, it caters 
to a discriminating clientele. Of 
course, “Loew's and United Artists” 


uses a Raven Screen. 





_—— 








- RAVEN SCREEN CORPORATION 


SFRE U0it BART HOL OME nal LI Y 
CAPTAINS COmDARE Ra OWL AMS : ~ ARG REMUE IN | ‘OL0 R 
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No greater tribute to product 
quality can be offered any manu- 
facturer than constant repurchase 
by experts. And Loew's purchases 
RAVEN SCREENS 


Raven's amateur screens incorpo- 


é xclusively. 


rate the same fine qualities that pro- 
fessionals demand. There is a Raven 
Screen for every purpose, for Raven 
makes the most varied line of fab 
Write de- 
9 for complete informa- 
tion and descriptive folder. 


rics, sizes, and mounts. 
partment 





314-16 EAST 35th ST.N.Y.C. 
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SHOWING THE SLIDEFILM | =) HEAT 
SOUND ow FILM ; aa Wass am ‘Ve 
ey | * The simple mechanism of sound slidefilm dries out your film. VapOrate lubricates 


your film internally to resist heat. 


Y 
EYE-STRAINING PUNISHMENT from 
SCRATCHES, SPOTS and STAINS. 
Make looking at your pictures a plea- 
sure for yourself and your friends. 


equipment requires little operating know- 





| ledge. The ease of operation makes the ma- 
4 ? : 
--< | ee of | chines practically foolproof but there are a 


| few tips which might be passed on to the 
16 MM SOUND-ON-FILM | 


user to assure perfection of performance. 





» 











1. THE SCREEN WALL should be free from all 

















7 outside light, though the rest of the ehte 
; room need not be totally dark. iG 
Elites | @. Tue screen should be large enough to VA Pp RATE 
COMMERCIAL SPONSORSHIP comfortably accommodate the size of pic- a 
ture attendance requires. FOR BETTER PROJECTION 
yer ass | 3. SeaTinG should be arranged at both sides AND LONGER FILM LIFE 
‘ a of the projector, never be- VAPORATE CO., Inc. BELL & HOWELL €O 
ew York, N. Y. 1801 Larchmont Ave. 
These one reel color cartoons 4. THE PROJECTOR is best located at a right 130 W. 46th St. Horwood. awe 
possess 100% audience appeal angle to the screen and upon a firm base 
and are a basic factor in building far enough from the screen for full focus. 
up strong programs. The series 5. ELectric currRENT (whether AC or DC) —— — 
consist of 11 pictures with titles should be ascertained in advance, to set 
that include: The Merry Kittens, the current switch, and check the avail- KODACHROME SLIDEFILMS 
Parrotville Fire Department, Spin- | ability of a close outlet. 35mm *«K 16mm 
ning Mice, The Rag Dog, and | 6. Sounp switcu should be turned on first Silent or Sound 
Scottie Finds a Home. in order that the tubes have ample time | 
Send for catalog of over 1500 to warm up. Geo. W. Colburn Laboratory 
subjects for rental or sale. 7. Loap FiLm into the projector with ex- | haem + 6p 














treme care, seeing that sprocket-holes 


WALTER 0. GUTLOHN, Inc. are properly engaged. 
35 West 45th Street New York 8. Tue rocus should be secured on focus | PROJECTION SERVICE | 


frame before turning to title frame. 
A COMPLETE 


After turning to title frame turn off pro- 
sesnestlilisadiiiaaietivatsimeash jector light. MOTION PICTURE DISTRIBUTION SERVICE 


9. The NEEDLE (half-tone) should be re- In all phases for Theatrical and non-theatrical pictures. 
placed for each side of record, and should The non-theatrical service includes supplying projec- 
tors, screens, operators, etc., and transportation. 


King Cole’s Sound Service, Inc. 
203 East 26th Street, N.Y.C. Lexington 2-9850 


Local operating points in upper N. Y.—N. ]. and Conn. 

























never be re-used once it has been re- 


p O D U LL A R moved from pick-up. 


10. To Test sounpD draw finger over needle 


point and turn up volume. You will 
Hotel FORT hear the i 


friction in the loud-speaker 


WwW y when tubes are warm. 

A Ps E 11. To start sHow slide needle easily into 
outside groove of record and with the 
In addition to the superior first introduction of sound switch on the 
eecommedetion of tha Fert pees ensayo : 16mm. MOVIE PROGRAMS INDIVIDU- 
Wayne, quests enjoy « superb le oti ALLY PLANNED AND PREPARED FOR 








[FILM LIBRARIES-NATIONAL _ | 








location in @ residentie! com- 12. To syncuronize film and iecord each YOUR OWN ORGANIZATION 

munity, yet convenient to the picture should be snapped on quickly at Information upon request 

business districts. Hotel Fort the sound of the bell. 

Wayne provides economy with- on . nes: ; NATIONAL FILM PROGRAMS, 
, 13. CHANGING THE RECORD should be done 

out sacrifice of comfort or : : 7 : : INC. 

location. while the last picture in part one is still 342 Madison Avenue New York City 








on the screen. A_ pocket flashlight is 


300 ROOMS | helpful to needle change. 
14. To END sHow leave last picture on the 
EACH WITH BATH 

















screen until the music ends, then turn off 
| projector and lift needle from record with 
l 


An ultra-modern 


hostelry in the 
heart of Chicago 






care. 
5. Rewinp FILM as soon as showing is 
finished. First run through a chamois 
to clean and then rewind, handling by 
outside edges only. 
| 16. Practice sHowr1ncs should be made of 
Niall | each new film before an operator is able 


arrryir is ees |. me to give an expert showing to an audience. af 
assscemeoae Md M Mk. No one picture in the slidefilm should 


ever be left in the lighted projector for HOTEL 
DETROIT 


more than one minute at a time. And 
the roll tight in the hands as this may | Emil Eitel — Karl Eitel — Roy Steffen 



















¢ 


























| 
film should never be wound by pulling 
scratch the film. 
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UNIVERSAL 
_ SOUND PROJECTOR 


HAS EVERYTHING! 


* LOW PRICE « FOR SOUND OR SILENT FILMS «+ FOR 
PUBLIC ADDRESS OR PHONE « FULL POWER AMPLIFICA-. 
TION + 12° HEAVY DUTY SPEAKERS + REELS TO 16” « RE- 
VERSE ACTION « STILL PICTURE CLUTCH + CENTRAL OILING 
* PERMANENT CARRYING CASES « LICENSED— WARRANTY 
Low in cost, Universal 16MM 
Sound Projectors offer you all of 
the important new features. Four 
models. For all purposes. Simple 
to operate. Economical to main- 
tain. Licensed. Guaranteed. 


UNIVERSAL 
SOUND PROJECTOR DIV. 


19th & Oxford Sts.,Phila.,Pa. | 
New York Office—1600 Broadway b 



















Coming Events 
Feature articles of unusual interest 
scheduled for early issues of Business 
Screen. 

* oa * 

Il. THE FOOD INDUSTRY 
Second of a series of articles on the use 
of motion pictures and _slidefilms in 

major industries. 


* * ~ 


“TRADE FOLLOWS THE FILM” 

by Adolphe Roberts 
* * * 
LIFE INSURANCE & FILMS 

A thorough survey of present and 
future opportunities. 

* * * 

THE ADVERTISING 

COMMERCIAL 

* * * 

MOTION PICTURE SUBJECTS ON 

THE “BEST SELLER” BOOKSHELF 


AGENCY & 
FILMS 


Reserve your copies now 


BUSINESS SCREEN 


20 N. Wacker Drive ® Chicago 











THE STORY'S THE THING! 


# Whether it is slide or motion a film is only as 
good as the story it tells. And the writer is only 
as good as his experience. That’s why a writer 
with theatrical experience who has a Hollywood 
background in both the entertainment and indus- 
trial film fields—plus a workaday knowledge of 
directing and editing techniques—is worth con- 
sidering for your creative staff. Add him to it 
and you add energy, enthusiasm, sustained effort 
Box 9, Business Screen 


20 N. Wacker, Chicago. 


and a fresh approach. 


Magazine. 


THE MOTION SLIDEFILM 





@ ENABLING BUSINESS ORGANIZATIONS to in- 
clude slidefilm showings on their 16 mm. or 
35 mm. motion picture programs without 
need of extra equipment and to feature action 
demonstrations along with still pictures, the 
Jam Handy Organization has developed a 
deluxe type of slidefilm called the 
slidefilm.” 

As its name indicates the motion slidefilm 
consists of still photographs, drawings or dia- 
grams reproduced on motion picture stock 
plus such action scenes as add to the effect. 
It was evolved more as a convenience to 
owners of motion picture projectors rather 
than as a hybrid form of motion picture. 


“motion 


Requires No MANUAL OPERATION 


Motion slidefilm sponsors, for example, find 
the film sound track an automatic substitute 
for the operator who shifts scenes in time 
with a disc transcription when showing con- 
ventional slidefilms. Gone is the gong, which 
notifies the slidefilm projectionist to change 
frames, together with the changeover that 
creates a break in the program after one side 
of the record has been run. The 
slidefilm, moreover, maintains a_ constant 
image on the screen without the upward 
movement that occurs when frames are shift- 
ed in the ordinary slidefilm projector. 

Another asset of the motion slidefilm lies 
in the fact that the still part of the presenta- 
tion can be relieved of most of its stillness. 
Dolly effects are used freely, for example, to 
pull up one section of a still photograph or a 
few words of screen text for full-screen 
emphasis. Panoramic treatment will move 
the “still” slowly across the screen. Used in 
conjunction, dolly and pan shots allow an 
audience to study a diagram as a whole then 
focus on individual features of it. 


motion 


Factuitates ReroucninG Process 

Because still photographs, unlike motion 
picture film, can be retouched for best effect, 
they are a superior means of picturing a great 
deal of product information. This is con- 
sidered particularly true when the sponsor 
wishes a step-by-step presentation of a series 
of sales points. Often action is distracting 
rather than an aid to understanding. 

Using still photographs, the motion slide- 
film owner may include branch factories and 
distant subjects in the picture with little 
added expense. Motion picture footage may 
be borrowed from older pictures for demon- 
stration puposes and action-proof scenes may 
be shot especially for the purpose. Library 
stock shots may be interspersed to give flow 
to the showing. 

To spice the picture with novel scene tran- 
sitions, the motion slidefilm producer dips 
into the bag of optical treatments, including 
wipes, dissolves and fades, without adding 
materially to the cost. Titleboard dolly and 
pan shots often create spectacular effects that 
would be prohibitive to shoot on location. 
For instance, the titleboard camera can pro- 
vide an illusion of rising to an upper floor 
window of a tall building as a prelude to the 
view inside. 








Don't be deceived because you don't notice 
the scratches. Others do! Scratches are 
there—the result of normal usage. And 
scratched film means shabby screenings 


Only Recono can remove scratches, 
abrasions, rain and buckle from 16mm 
and 35mm film. The cost is nominal. 


Keep your films like new by sending them 
to us for rejuvenation 


| WRITE FOR FREE TRIAL OFFER. 


AMERICAN RECONO, INC. ? 
245 West 55th Street + New York 











P - AV Coaleninal Directory 





PA daphsteccdheeaioeniiie 
QUALITY auc 


white Sund 


SARRA, Inc. 


WHltehall 7696 + 16 East Ontario Street + Chicago i 
ssiiplibniall 


Division of 


RAN INS erent 





_—wS 





For “DRAMATIZED SELLING”’ 


in sound slidefilms or in live 

talent plays, written and pro- 

duced to fit your needs... 
wire, phone or write. 


PAUL HARRIS PRODUCTIONS 


440 So. Dearborn Street Harrison 3986 
Chicago, Illinois 


and the followi _ 





DOWLING & BR Romain 
“eae . 98) 
TH ION ) Grand 
k I semer 

BUR IL} NC., 7510 N Ashland 
Avenue, 1g Illinois. (See page 24) 
DUSTRIAL PI RES, INC., 4925 Cadieux Road, De 
roit, Mich., also New York, Hollywood. (See p. 4) 
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Rristocrat of Hotels’’—.The 
Drake is distinguished for the 
spacious luxury of its rooms, 
the excellence of its cuisine. Yet 
tariffs are always moderate. 
Under the Same Management as 


The Gotham The Blackstone 
The Evanshire The Town house 


EVANS LOS ANGELES 


Belleview Biltmore 


BELLEAIR, FLA 
A. S. Kirkeby, Monaging Director 


The Drake 


Lake Shore Drive - CHICAGO 








HOT SPRINGS 


NATIONAL PARK» ARKANSAS 





FOR HEALTH 


Controlled by the United States Government 
to prevent exploitation of their amazing 
curative properties, the 47 effervescent Hot 
Springs are recognized by eminent medi- 
cal authorities for use in treating energy 
sapping organic and nervous troubles - and 
Uncle Sam has erected a *1,500,000 hospi- 

tal at Hot Springs to care for service men 
afflicted by these ills. Drink and bathe in 
the waters for new youth and vitality. 


MAJESTIC 


Make the Majestic Hotel your home while 
in Hot Springs -a wide choice of pleasant 
accommodations from single rooms, with 
or without bath, to delightful 2, 3, and 
4 room apartments-—Government super 
vised bath house in connection with the 
hotel Surprisingly low rates from*1.50 


Write For Free 
Booklet To 
R. E. McEachin, 
Manager 


Direction — SOUTHWEST T HOTELS INC., FRANK M. FANNIN, Vice Pres. and Gen. Mgr. 
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THE FILM FORUM 


(Continued from page 4) 
crease their budget allotments for 
literature and displays, news- 
paper, radio, motion pictures and 
other advertising which ties in 
their story with the FHA home 
ownership plan. 


No Direct 
Along with this general policy, 
the FHA hopes to encourage the 
production by commercial spon- 
sors of suitable films in the build- 
ing, finance, and allied fields 
which will be acceptable to the 
commercial theatres of the coun- 
try. Naturally, such films would 
have to be devoid of direct ad- 
vertising, but it is felt that from 
an indirect or institutional point 
of view this field offers tremen- 
dous potentialities for the build- 
ing industry. in considering these 
potentialities, sponsors of indus- 
trial films can well consider that 
the housing market today 
mass market and not a class 
market. In the years 1935 and 
1936, 53.3 per cent of the families 
in urban and non-farm communi- 
ties received an income of be- 
tween $1,000 and $2,500 per year. 
Obviously this market does not 
only represent the vast housing 
market but the vast motion pic- 
ture market as well. Films which 
illustrate that homes suitable for 
the average income family are 
now available, and incorporate 
with their design construction and 
equipment the latest products of 
American industry will be of di- 
rect personal interest to the large 
majority of the customers of the 
motion picture theatres of the 
country. On the basis of its past 
experience the FHA has found 
that non-dramatic films having a 
plain, honest and straightforward 
tale on the subject of housing 
have been highly acceptable not 
only to the public but to the dis- 
tributor. The FHA feels today 
that such industries and trade 
associations interested in long 
time planning aad general overall 
stimulation of the housing market 
have an excellent opportunity to 
capitalize on the groundwork 
which has already been laid. If 
such films are intelligently and 
thoughtfully produced and ap- 
proved by the FHA, the Federal 
Housing Administration will 
make every effort possible to en- 
courage their acceptance in the 
commercial theatres of the coun- 
try. In offering such encourag- 
ment the FHA naturally feels 
that it has a triple responsibility. 
The FHA feels that sponsors 
should be assured of some meas- 


ADVERTISING 


Is a 


ure of success in the release of 
their productions. It is, there- 
fore, offering to commercial spon- 
sors interested in this type of 
film, the services of its Motion 
Picture Section for whatever ad- 
vice and service may be request- 
ed. In addition, close contact 
will be kept with distribution 
facilities of the country so that 
when the ultimate product is 
achieved it will be the result of a 
cooperative effort upon the part 
of the sponsor, the Federal Hous- 
ing Administration, and the dis- 
tributor. In this case the FHA 
will be acting as the middle man 
whose sole profit will be the en- 
couragement of the solution to a 
pressing national need. The fact 
that the construction of over 500 
new low-cost homes is_ being 
undertaken in the country every 
working day at the present time 
leads us to believe that within a 
short time housing will become 
an even more vital subject of in- 
terest to motion picture patrons. 

Suoutp Have Wine ApPEAL 

Granting that considerable pro- 
duction may be accomplished, 
the FHA feels that it would be 
safe to estimate that such films 
could achieve theatrical distribu- 
tion in an average of 5,000 com- 
mercial theatres throughout the 
country, to estimated audiences of 
fifteen to twenty million people. 
If this can be achieved, of course, 
the per capita cost to the sponsor 
will be infinitesimal, especially 
when we estimate that the cost 
of such films would in all proba- 
bility not exceed $25,000 includ- 
ing the prints. An important 
corollary of course to be kept in 
mind when considering such pro- 
duction, is that the rate of obso- 
lescence on this type of film is 
much lower than on the average 
film designed for showing in com- 
mercial theatres. 

George T. Van der Hoef, Chief, 
Radio and Motion Picture Sec- 
tion, Federal Housing Adminis- 
tration, Washington, D.C. 


Housing In Our Time 

*A new twenty-minute sound 
motion picture produced for the 
Informational Service Division of 
the United States Housing Au- 
thority brings to the screen a 
fascinating document of the mo- 
dern American housing problem 
in Housing In Our Time. 

The film explores present slum 
conditions and then describes 
how local housing authorities 
function in cooperation with the 
USHA, finally analysing the 
benefits of public housing to 
labor, industry and the taxpayer. 





